Featured in this issue: 
Will 1957 be year 
of decision for 


film distributors? 


Index on page 15 






































B-M’s LEE BRISTOL: 
. as we buy media... 


buy ng sales.” (see page .) 
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WTVR HAS A PROGRAM FOR EVERY COMMERCIAL REQUIREMENT. THE FOLLOWING ARE AVAILABLE FOR FULL SPONSORSHIP 
OR ONE MINUTE ANNOUNCEMENTS. SPOT ANNOUNCEMENTS ARE PREEMPTABLE ON 48 HOURS NOTICE, IF PROGRAM IS SOLD 
TO ONE SPONSOR. HOWEVER THE ADVERTISER WILL BE GIVEN AN ADDITIONAL 48 HOURS NOTICE TO ACCEPT ADDITIONAL 
REPLACEMENT SPOTS WITHOUT AFFECTING EARNED DISCOUNTS. PRICES QUOTED BELOW COVER TALENT COST AND ARE FULLY 
COMMISSIONABLE. WE INVITE YOUR INQUIRY FOR MORE DETAILED INFORMATION. 





MON-FRI 7-9 AM 


All live. Cast of 15. Music, 
News, Weather and Guests, 
John Mackin, Host. 


Program talent: Available on- 
ly for anncts at regular rates. 





MON-FRI 10:30-12 noon 
Presenting the best in Grade 
A Feature Length Plays. 


$100.00 
$10.00 


Program Talent: 
Annct. Talent: 





MON-FRI 1:30-1:45 PM 


Ace Reporter Henry Baron 
with the latest local news both 
film and live on “Virginia To- 


day”. 
Program Talent: $40.00 
Annct. Talent: $15.00 
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MON-FRI 9-9:30 AM 
“KARTOON KARNIVAL”. What 
every child likes most—plus 
Danny Doodle and his puppet 
friends. 
Program Talent: 
Annct. Talent: 


$40.00 
$10.00 


A 
“FARMER 5 | 


and his family ... 





MON-FRI 12-12:30 PM 
Interviews, Weather from Spe- 
cial U. S. Bureau Circuit. Ev- 
erything of interest to the 
farmer. 
Program Talent: 
Annct. Talent: 


$60.00 
$15.00 





TUES-THURS 1:45-2 PM 
“Here’s How” with Eve Layne 
— Household Hints, New 
Ideas, Shopping Tips. 


$40.00 
$15.00 


Program Talent: 
Annct. Talent: 







MON-FRI 9:30-10 AM 
It's educational and it's fun 
as Pat Jennings “Plays School 
Time” and teaches too. 


$65.00 
$12.50 


Program Talent: 
Annct. Talent: 


MON-WED-FRI 12:30-1 PM 
Virginia Mallory prepares 
time and money-saving reci- 
pes on “Menus In Miniature”. 


$40.00 
$15.00 


Program Talent: 
Annct. Talent: 


MON-FRI 4-4:30 PM 
“Ranchhouse Tales” with 
Cheyenne Dal—featuring 
Western Films and interviews 
with studio buckeroos. 
Program Talent: $100.00 
Annct. Talent: $20.00 


Program Talent: 
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MON-FRI 10-10:30 AM 
Fun to play and fun to see. 
Fabulous prizes. Quiz Master 
Chuck Pugh. 


$75.00 
$15.00 


Program Talent: 
Annct. Talent: 


MON-FRI 1-1:30 PM 
The Best in Syndicated Dramas 
just for milady. 


$75.00 


Annct. Talent: $15.00 






MON-FRI 4:30-5 PM 

“The Little Rascals” Rich- 
mond’s +1 Cartoon Show. 
Fun for the kiddies and 
grown-ups, too. 
Program Talent: 
Annct. Talent: 


$45.00 
$10.00 


FFI II II KI III III III II III I III IIIA AAA CAA AA TO I OA OK I IK 
LOCAL PERSONALITIES—TALENT PRODUCT ENDORSEMENT—LIVE PRODUCT DEMONSTRATION + 


ESTABLISHED AUDIENCES—GUARANTEED RESULTS—INCREASED SALES 


100,000 WATTS 
1049 FEET 


RICHMOND, VA. 


WTVR 





CHANNEL 6 


National Rep.: BLAIR TV, INC. 


Affiliated ABC-TV 


PROGRAMS AVAILABLE 
FOR SPONSORSHIP; 
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TELEVISION AGE is published monthly with yearbook (13th) issue published in December by the Television Editorial Corp. Editorial, adver 
tising and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1-1122, Printing Office: 1309 Noble St., Philadelphia 23, Penna 
Single copy: 50 cents. Yearly subscription in the U. S. and possessions: $5; in Canada and Mexico $6 a year; elsewhere $10 a year. 
Vol. IV No. 1. Accepted as Controlled Circulation at New York, N.Y. and Philadelphia, Pa. 
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in the exciting role of 


YOUNG “DR. MARK CHRISTIAN” 


Weim. Gfeindlf. THE KIND 


OF MAN YOU'D WANT FOR YOUR 
FAMILY'S PHYSICIAN AND FRIEND. 





he 











How to really make friends 


and influence sales... 


wr astow ae ADY Der thousand 


HERE’S A GREAT MARKET 
Market Data 


Set Count 511,310 

Families 593,200 

Retail Sales $3,361,973,000 (Sales Management) 
Coverage 26 Ohio Counties, 10 Indiana Counties 


WE’VE CAPTURED* THE MARKET 
High Ratings 


ARB, Pulse and Nielsen—an average of all three—gives WHIO-TV a rating 
of 9 or better out of the first 10 shows for February, March, April and May. 


YOURS—AT A LOW, LOW COST PER THOUSAND 
Low Cost per Thousand (examples) 


Little Rascals (participating) with a 21.6 rating* delivers for 42c per thousand 
per spot. Four nights at 6 P. M. 


Roy Rogers Ranch, from 5 to 6 P. M. Saturday with a 23.9 rating* delivers 
the full hour show for $1.69 per thousand. 


National Representative, George P. Hollingbery 


*All ratings are an average of Pulse, ARB and Nielsen. 


One of America’s 
great area stations 


CHANNEL #@ DAYTON, OHIO 
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Television Age 


45 WHICH WAY FILM? 
National-regional sales become 


a “must” for film syndicators 


48 THE NEW SELL 
Techniques, costs, color, tape 
change the production picture 


50 DRUGGIST TO MILLIONS 
Bristol-Myers prescribes heavy 


tv dosage to keep sales healthy 


52 DRUGS AND REMEDIES 





"HOLLYWOOD" 


IN THE ‘EAST 









Agency: Robert Orr Associates 
For: Woodbury Soap 


\ 


-— 


Agency: Leo Burnett & Co. 


Manufacturers, dealers find tv For: Tea Council 


the best medium for advertising 


54 BOX OFFICE PROFESSOR 
Dr. Frank Baxter proves that tv 


and education go well together 


56 IS ONE SET ENOUGH? 


Pulse surveys viewing habits in 








om 





one-set and multiple-set homes 


DEPARTMENTS 


15 Publisher’s Letter 87 
Report to the readers 


Washington Memo 
Network earnings 






Agency: Ted Bates & Co. 
For: Ember Stick 
SSSSSSSSSSSSSSSSSSSSSSEOSESE 


Commercial Film Producers 





31 Tele-scope 93 Wall Street Report 
What's ahead behind the scenes The financial picture I 

35 Business Barometer 97 Spot Report | 
Measuring the trends Digest of national activity | 

43 Newsfront 113 Set Count E. 
The way it’s happening Market-by-market figures - 

62 Film Sales 113 New Stations bags ee 
The month’s contracts The openers’ openings | AT y FILM PROD UCTIONS. INC. 

72 On Film 129 in the Picture 37-15 35th STREET, L.1.€.1,N.¥.C 
Suppliers, service news Portraits of people in the news T Ai iti 4 Studi 

78 Network Schedule 132 In Camera WS AB-CORENIENES SIUEES 


The August line-up 


The lighter side 
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} fA wine grower must often wait many, many years for his rare vin- 
| tages to mature and his investment to be returned in the market place. 
i In Spot Television, the value of good time periods grows much faster. 
t The program (or commercial) making its debut to thousands today will be 
viewed by many more thousands tomorrow. This is because thousands of 
i new TV sets are bought daily and viewing time per home keeps increasing. 
It pays to make Spot Television your basic advertising medium. And, 
; . . 
as your Petry account executive will show you, our large fund of research 
and descriptive data can be of much help in your Spot TV planning. 
u 
Ree Atlanta CO eae Nashville 
I a cas is pase, 6.9, Baltimore ee SS. 5 aa cw auae Norfolk 
Es eae a ate Dallas RR ee Omaha 
; EE, « i0 a ses Daytona Beach SE, tc 5 o's a 2 de vo ae Peoria 
Tice hae. 505-8 Durham-Raleigh I on os oe coe Sacramento 
: RI ee cS Saad gS oe a Erie ee Pe San Antonio 
' SES Houston EE osc cad Paw eee San Diego 
; 0 Huntington ss oe xs ae vee Shreveport 
} aaa Jacksonville on Poe ke ae Spokane 
; WIIM-TV .... 0.0 e eee EE Matai sv wos a's ve eek Tulsa 
| A a Little Rock nade - ae Wichita 
? AAS y Los Angeles LES gee: Pacific Television 
; Pe Milwaukee Regional Network 
KSUPSTV .,.%.',.- Minneapolis-St. Paul 


a 


| Represented By 


Petry & Co., Inc. 


| STATION REPRESENTATIVE 


ae: 


of 


AL 
ITA | DETROIT - LOS ANGELES - SAN FRANCISCO - ST. LOUIS 
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The TV Leader in Des Moines! 
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DES MOINES TELEVISION. CHANNEL 8 IN IOWA 











yr 337 FIRSTS 


FULL POWER 
FULL COVERAGE in 462 quarter hours surveyed — 
* 9 of top 10 
multi-weekly shows - local news ratings up to 35.4 
%* 9 of top 10 


once-a-week shows 





SOURCE: Latest A-R-B for Des Moines Metropolitan Area 





me ~ Katz Has The Facts On That— 
Very Highly Audience Rated, 


Sales Results Premeditated, 


| CBS Affiliated 
A COWLES OPERATION Station in Des Moines! 
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LOOK BEHIND 
THE CALL LETTERS 


It takes more than time 
to make good television 
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You can buy 


“time”’ on any 


<> > 
33, pe 
“Mo 


television station. 
But thoroughness 
is the watchword 
at WWJ-TV— 
thoroughness that 
builds finer programs, 
more effective 

sales campaigns. 

So look behind 

the call letters. 

Give your Detroit program 


Wa: sii 47 
ja wD 


the advantage of 

the top-drawer treatment 
offered by WWJ-TV, 
Michigan’s First 









Television Station. 


ASSOCIATE AM-FM STATION WWJ 
First in Michigon - owned & operated by The Detro# News 
Notional Representatives: Peters, Griffin, Woodward, Inc. 
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 WNBQ anp WMAQ. cHICAGO. ARE SOLD BY JIN 





With wnsq’s historic Color “break-through” in Chicago, 
a new era of entertainment and advertising is here! 

WNBQ is now the world’s first All-Color Television 
station. All live studio programming is telecast in full 
color . . . complete with Color commercials. 

And Color is spreading rapidly over all of the Tele- 
vision stations represented by NBC Spot Sales. komo-tTv 
Seattle is the only completely equipped Color station in 
the Pacific Northwest. krca Los Angeles and wrca-tv 
New York are now telecasting live programs in Color. 

Right now, all NBC Spot Sales Television stations 
are fully equipped to transmit in Color . . . and are well 


on the way to All-Color local programming. 


There's always something extra on the stations 


represented by NBC Spot Sales. 








REPRESENTING THESE LEADERSHIP STATIONS: 
NEW YORK WRCA, WRCA-TYV BUFFALO WBUF-TV SZATTLE HOMO, KOMO-TV 
~ - ~y SCHENECTADY-ALBANY-TROY WRGB LOUISVILLE WAVE, WAVE-TV LOS ANGELES KRCA 
Sy > I O i SAL I ; fee, PHILADELPHIA WRCV, WRCV-TV CHICAGO WMAQ, WNBQ PORTLAND, ORE. KPTV 
WASHINGTON WRC, WRC-TV ST. LOUIS KSD, KSD-TV SAN FRANCISCO KNBC 


MIAMI WCKT DENVER KOA, KOA-TY HONOLULU KGU, KONA-TY 
AND THE NBC WESTERN RADIO NETWORK 











Louisville’s 


BEST KNOWN FIGURE 





The WHAS-TV Channel 11 figure draws the cap pistol crew 
to their TV sets at 4:00 pm daily for “T-BAR-V”.. At other times, 
he ages a bit to call adults and children alike to another 
outstanding WHAS-TV production, “Midday Roundup” for 
the latest news, weather, market reports and country music. 
However he’s cast, on ID and promoton slides, the Channel 11 
figure constantly reminds viewers where they can find the 
best in entertainment and information. 
He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 


BASIC CBS-TV Network 
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Letter from the Publisher 


Staff Additions 


In preparation for going bi-weekly starting Sept. 10, we have 
made several important staff additions and promotions at TELE- 
VISION AGE. 

Our editor, Art King, has been elected vice president. Art, as 
many of you know, is a veteran in the business-paper and news- 
paper fields. He is a former managing editor of the Winston-Salem 
Journal and was formerly top editorial executive of Broadcasting- 
Telecasting before he joined TELEVISION AGE two years ago. 

Under his direction, the editorial content of TELEVISION AGE has 
doubled in the past 18 months. 

Two associate editors have been added to the staff—Daniel 
Richman and Bill Greeley. Dan Richman was formerly tv critic 
for the Philadelphia Inquirer and at one time was music editor of 
The Billboard. Before his Army service (1943-46) he was music 
columnist for the New York Post. While in France with the Army 
he was Le Havre correspondent for Stars and Stripes. 

Bill Greeley comes to TELEVISION AGE from Printers’ Ink, where 
he has been assistant editor for the past four years, specializing 
in television and radio. A graduate of the University of Minnesota, 
he formerly worked on the city staff of the Beaumont, Texas, Enter- 
prise and Journal. 

These appointments round out what we feel is the best and most 
experienced editorial staff in the business. 

On the advertising side, A. Richard Robertson has been appointed 
assistant advertising manager. Dick was formerly promotion man- 
ager of KSL-Tv and KsL Radio Salt Lake City. He is a graduate of 
the University of Utah, served with the U. S. Navy Air Corps, saw 
active duty in the Pacific theatre of war. 

Irving Gross, who joins TELEVISION AGE as an advertising repre- 
sentative, was formerly with Esquire and before that was on the 
staff of the Journal of Commerce. He is a graduate of Indiana Uni- 
versity. 

These staff additions will enable TELEVISION AGE to better serve 
its readers and its advertisers when we make the important transi- 
tion from a monthly to a bi-weekly publication. 


Public Service Report 


The Sept. 10th issue will again carry the dollar figures on what 
the industry’s contribution is to public service. These will cover 
the second quarter of 1956. The first quarter was reported in the 
June public-service issue, which was given wide distribution among 
members of Congress and special opinion leader groups. A big 
job still needs to be done in publicizing the industry’s efforts and 
achievements in public service. We feel that we have started the 
ball rolling with our quarterly reports on public service translated 
into dollar volume. 


Cordially, 


Sy. [tock 



































lith in pi 
manufacture 
of 

textile mill 
products 


weal-tv 
LANCASTER, PENNA. 
NBC and CBS 





Among the television markets 
foremost in the manufacture of 
textile mill products, the Channel 
8 Multi-City Market ranks 
eleventh, based on production 
figures for America's top 100 
counties (SALES MANAGE. 
MENT “Survey of Buying 
Power" — May 10, 1956). 





Channel 8 Multi-City Market 















Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 


Waynesboro Mount Carmel 
Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 


Martinsburg 
316,000 WATTS 


Hagerstown 








STEINMAN STATION 
CLAIR McCOLLOUGH, Pres. 


Representative 


the MEEKER company, inc. 


New York Los Angeles 
Chicago San Francisco 
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PARADE 
OF 
HOLLYWOOD 
PERSONALITIES 


Lloyd Bridges 
Thomas Mitchell 
Howard Duff 
Diana Lynn 

John Ericson 

Don Taylor 

Jan Sterling 
Ricardo Montalban 
Marilyn Erskine 
James Whitmore 
Angela Lansbury 
Dane Clark 

«+. and many others 


A NEW STAR 
EACH WEEK 






















ws 
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When you’ve seen your favorite network show, haven’t you said to yourself: “I’d sure 
like to sponsor that show right here in my market — but FIRST RUN!” Now you can do 
just that! STAGE 7, the half-hour film dramatic anthology series which got highest 
ratings for a national network advertiser, is now being produced in Hollywood — same as 
before, with exactly the same production qualities — except that now it’s being produced 
i tor your local market ... FIRST RUN! 


TODAYS BEST BUY-TOMORRDW'S SALES SUGCESS 


Advertisers who appreciate value are signing up their markets fast! Chef Boy-Ar-Dee 
(Young & Rubicam) has selected New York City and other Eastern markets; Household 
Finance (Needham, Louis & Brorby) has picked out some Midwest markets. Other 
markets have been signed up by Standard Oil of California (BBDO) ; Sheaffer Pens 
(Russel M. Seeds) ; National Bohemian Beer (W. B. Doner) ; Blue Plate Foods ( Fitz- 
gerald) ; Robert A. Johnston Co. (Klau-Van Pietersom-Dunlap) ; and many others. 
Some choice markets are still available! Phone or wire collect to get STAGE 7 selling 
your products. Better do it now! 





iE =a ss 





4B ik = es eee. oo : 

'- F Television Programs of America, Ine. 
488 Madison Avenue, New York 22 « PLaza 5-2100 @ Sales Offices or Representatives in Principal Cities 

Milton A. Gordon, President Michael M. Sillerman, Executive Vice President Edward Small, Chairman 



























for higher sales through quality programs 





Other TPA quality shows which help you increase sales: 


LASSIE © ADVENTURES OF ELLERY QUEEN *® CAPTAIN GALLANT OF THE FOREIGN LEGION *© HALLS OF IVY * COUNT OF MONTE CRISTO * 
RAMAR OF THE JUNGLE © FURY * SUSIE © EDWARD SMALL FEATURES * YOUR STAR SHOWCASE * SCIENCE IN ACTION *® AND ON THE WAY: 
WALDO * TUGBOAT ANNIE © HAWKEYE — THE LAST OF THE MOHICANS *© NEW YORK CONFIDENTIAL * ......4.5+ AND OTHERS YET UNTITLED. 
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Says JOAN RUTMAN 


“But I sure have 
learned that WNHC-TV is 
loaded—loaded right up to their 
coverage limits with inducements 
that attract a smart time buyer! 
The only VHF outlet in Southern 
New England’s-$3 billion market, 
WNHC-TV was shown in a 
recent survey* to hold a 54% 
share of audience and 433 of 
514 quarter-hour firsts. Add to 
this WNHC-TV’s policy of cour- 
tesy announcements, paid news- 
paper ads and trade mailings and 
you've got a big gun in a big 
market.” 

*ARB 9-county survey, 
January 1956 


WNHC-TV 


channel 8 


COVERS CONNECTICUT COMPLETELY 


948,702 TV Homes: 316,000 Watts 
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Top Spot Advertisers Pleased 


. . this is a very nice article and I 
appreciate your inclusion of the Shul- 
ton story. (“Spot future bright,” Tv 
AGE, July 1956.) 

Georce L. SCHULTZ 
President 

Shulton Inc. 
Clifton, N. J. 


. . « the July issue of TELEVISION AGE 

. . + lead story, Warner-Lambert ap- 

pears to be in good company. Person- 
ally, I feel honored. 

ALFRED E. DRIscoLL 

President 

Warner-Lambert Pharmaceutical Co. 

New York City 


I appreciate . . . the TELEVISION AGE 

. profile of company’s television 

spot activity. I have not only read 

“Spot Future Bright” but several other 

articles as well and found them to be 
most interesting. 


Joun H. BALLARD 
President 

Bulova Watch Co. 
New York City 


Public Service Measurable 


Although I am a regular reader of 
TELEVISION AGE, I appreciate your 
thoughtfulness in sending me a copy 
of the current issue with . . . the ad 
you ran in the Washington Post on the 
tremendous value in time and services 
donated to public causes by the tele- 
vision broadcasters of this country. 

This is certainly one of the import- 
ant—and measurable—yardsticks of 
television’s public service. But as you 
point out in your editorial, the whole 
content and operation of broadcasting 
is a service in the public interest— 
whether it relates to an entertainment 
program, or an opera series presented 
on an unsponsored basis, or a ballet or 
documentary supported by a sponsor. 

As you say—“if a broadcast doesn’t 
serve the public, it doesn’t serve at all” 
and I think it is clear that the growth 
and success of television, which de- 


pends on the voluntary public accept- 

ance of what the medium offers, is 

itself the best testament to television’s 
public service. 

Rosert W. SARNOFF 

President 

National Broadcasting Co. 


Congratulations on your fine survey 
of public service broadcasting in the 
June issue of TELEVISION AGE. 

The outstanding cooperation ex- 
tended by the television industry to the 
Army recruiting effort as well as to the 
many other deserving public interest 
projects is reflected in the large time 
and effort donation indicated in your 
article. 

J. V. Mitano 

Lt. Col., AGC 

Chief, Publicity Branch, MPPD 
Department of the Army 
Washington, D. C. 


May I extend congratulations on the 
very fine article “Television’s Biggest 
Giveaway” appearing in your June 
issue of TELEVISION AGE. For a long 
time, we at Treasury have been want- 
ing to find such a breakdown on Public 
Service Tv advertising, and this article 
does a wonderful job. Frankly, the 
figure given is nothing short of stag- 
gering. We little realized just how 
much time the tv stations were giving 
in the public interest. . . . 

On page 43 you have an editorial 
titled “Time for the Public.” We would 
like to have your permission to repro- 
duce this in our interorganizational 
letter “Sales Call.” 


(Continued on page 23) 





B-H in Atlanta 


Tv-radio brokers Blackburn- 
Hamilton Co. have announced 
the opening of a new office in 
Atlanta and an addition to the 
firm’s Washington staff. The new 
Atlanta office will be under the 
management of Clifford B. Mar- 
shall, who has been with Black- 
burn-Hamilton since 1954 in 
Washington. Joining the Wash- 
ington operation is Jack V. 
Harvey, former Southern Div. 
business manager for UP. Black- 
burn-Mamilton also has offices in 
Chicago and San Francisco. 
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FULL POWER, 100,000 WATTS 


KGLO-TV 


serving Mason City-Albert Lea- 
Austin area 


© CHANNEL 3 


Lee Radio Incorporated 
Represented by Weed Television 





is First in audience 
First in coverage 
First in service 


By any audience measurement KGLO-TV is the pre- 
ferred station in the rich Mason City-Albert Lea-Austin 
area. 


According to the latest ARB, KGLO-TV delivers 20 out 
of the top 20 once-a-week shows, 7 out of the top 10 
multi-weekly shows and 148 out of 190 quarter-hour 
nighttime firsts! 


This audience dominance is reflective of the program- 
ming vitality of a station that is welcome in over 100,000 
tv homes in Iowa and Minnesota countryside. 


KGLO-TV with its full power of 100,000 watts gives 
balanced urban-rural area coverage. For KGLO-TV 
covers the world’s most prosperous farms and wealthiest 
small cities. Its families have a spendable income of 
almost half a billion dollars! 


With top CBS shows and high-rated local programs, 
KGLO-TV delivers a loyal audience that responds to 
your advertising message. That is why KGLO-TV is 
your buy word for the Mason City-Albert Lea-Austin 
area. 
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is First in audience 
First in coverage 
First in service 


The dominance of KHQA-TV is demonstrated by ARB. 
KHQA-TV comes up with 18 out of the top 20 once-a- 
week shows, 9 out of 10 of the top multi-weekly shows 
and 184 out of 210 quarter-hour nighttime firsts. As a 
matter of fact, KHQA-TV leads in al/ surveys morning, 
noon and night. 


| The KHQA-TV full power signal of 316,000 watts covers 
150,000 tv families in Illinois, Iowa and Missouri. This 
is an area that is unduplicated by outside stations. It is 


F an area that comprises the farms and cities of the rich, FULL POWER 316 000 WATTS 
’ ’ 


fertile Mississippi Valley, acknowledged to be one of the 


nation’s richest sections. 
KHQA-TV is programmed to this audience. The station KH OA -TV 


is welcomed into their homes as a warm and loyal friend. . 8 ‘ 
serving Quincy - Hannibal - 
Keokuk area 











For the advertiser this is an important plus. KHQA-TV 
{ is geared to service — service to its viewers and service to 
} its advertisers. Its programming, merchandising and op- © CH ANNEL 7 
; erational know-how means that your advertising mes- 

sage reaches a receptive audience on KHQA-TV. It is Lee Broadcasting, Inc. 


why KHQA-TV is a basic buy. Represented by Weed Television 
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DETROIT 


BOSTON 
SAN FRANCISCO 


CHICAGO 
ATLANTA 
HOLLYWOOD 


NEW YORK 





TELEVISION STATION REPRESENTATIVES 





REPRESENTED 
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OUT FRONT.. 





ratings 


are 


FRONT 


KSL°TV has 7 of the top 
10... 10 of the top 15... 
15 of the top 20 shows... 
plus 3 times more weekday 
““quarter hour wins” 
than the 2 other 
competing stations. 


And your sales will 
stay out front with 
KSL-TV in the Mountain West. 


SL-TV 


Salt Lake City 


Serving 39 counties in 4 Western States 
Represented by CBS-TV Spot Sales 





Letters 


scribed to TELEVISION AGE but our pur- 
chase order has now gone through. 
May I again congratulate you on a 
wonderful job. 


(Continued from page 18) 


Epwin I. HALBert 


Radio and Television Director | 


U. S. Savings Bond Division 
Treasury Department 


. your editorial “Time for the 
Public” is certainly indicative of a 
poetic soul which I understand to be 


dangerous in the trade publication 
field. 





Tap REEVEs | 


WBNS-TV 
Columbus, Ohio 


. . . | am going to see to it that your 
editorial “Time for the public” (Tv 
AGE, June 1956) gets into certain 
places which need so badly to be edu- 
cated on the subject. Congratulations 
on a fine service to the industry. 
Ricuarb A. BorEL 
Director of Television 
WBNs-TV Columbus 
Spot Article 
We ... thank you for including our 
company in this very informative 
article (“Spot Future Bright,” Tv AcE, 
July 1956). 
M. E. Bae 
President 
Harold F. Ritchie Inc. 
Clifton, N. J. 
Pick Up Article 
. . . to obtain permission to reprint the 
article on “Sporting Goods and Toys” 
which appeared in your July issue. . . 
we are planning on using this in our 
August issue. 
Wm. R. Pappock 
The Sporting Goods Dealer 
New York City 


Another Travel Success 
I read your latest article on “Travel, 
Hotels and Resorts.” We’ve a couple of 
really good stories too. National Air- 
lines sponsored the National Airlines 
News at 11 p.m. Monday through Fri- 
day during the entire winter season 
with excellent results. Another great 
success story is on our local company, 
Midet Airlines. They’re presently spon- 
soring Confidential File but have had 
weather shows, participations and etc. 
for the past year. Results? Bookings 
(Continued on page 26) 





Weve Moved 











e TOP POWER 


316,000 Watts 


e TOP ELEVATION 


2,000 Ft. above average 
terrain - 3,936 Ft. 
above sea level 


e EXCLUSIVE CBS 
AFFILIATE 


For 32 years, WDBJ has been the 
favorite name in Radio in Western 
Virginia. Now—it’s TOP HEIGHT 
—TOP POWER for WDBJ-TV 
—with exclusive CBS affiliation and 
top rated programming. Let estab- 
lished audience, plus maximum cov- 
erage, plus finest facilities and talent 
work for you. 

WDBJ-TV goes to maximum 
power and height about mid-August 
—backed by a power-packed viewer 
promotion program throughout the 
coverage area! 


Ask Peters, Griffin, Woodward! 


Ow a) Ol @ me Aer 


Owned and operated by 
the Times-World Corp. 





Peters, Griffin, Woodward, Inc. 
National Representatives 
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PRESTIGE 
BEGINS AT HOME 






JACKIE PIERCE 












When Burdine’s, Miami's 
oldest department store, ran 
a huge, closed-circuit TV 
“Color Cavalcade”’, the television 
personalities were drawn JIM r 
exclusively from WTVJ, 
channel 4 
JACK CUMMINS €? 
HELEN RUTH Qu 


ALENE HOLDAHL 


BONNIE GIBSON @ 


DEL FRANK 


LEE TAYLOR 











X 





FRANK WILCOX 
ALAN KEYS 











Call your Peters, Griffin, 
Woodward Colonel for 
the complete WTVJ story. 







Basic Affiliate 
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».«.-and no wonder 





FIRST IN EXPERIENCED PERSONNEL 


WTVJ's staff of 189 TV-trained personnel is the largest and most 
experienced of any station in the South. Twenty-nine engineers 
and twenty-two production personnel have a total of 268 years 


of experience with WTVJ Television. 


WTVJ's facilities are unequalled by any other South Florida 
Television Station. 
Full 100,000 watts power * 15 studio and remote cameras * 1,000 


ft. tower * Complete network and local facilities * Award-winning 


merchandising department * Three studios. 


WORLD’S LARGEST REMOTE UNIT 








Designed and built by WTVJ's 
own staff of engineers, who have 
worked as a team for over 7 


years. 





- ++ SO, NO wonder 

WTVJ IS THE STATION THAT 
DOES SO MANY NETWORK 
ORIGINATIONS FROM 
FLORIDA. 









FLORIDA’S FIRST TELEVISION STATION 


MIAMI 
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Spectacular new 10,120-foot Slide 
Mountain transmitter of KOLO-TV, 
Reno, third highest in the U. S., opens 
vast new market in Western Nevada and 
Northeastern California. 

Beaming a six-times-more-powerful 
signal far across the Sierra, KOLO-TV 
now blankets 14 Nevada and California 
counties with over third-billion in spend- 
able income, $300-million in retail sales. 

New call letters (KOLO-TV replaces 
KZTV), new extended schedule, new 
multi-network off-air pickup round out 
big changes at Reno’s Channel 8. 

KOLO-TV (CBS, NBC, ABC) has exclu- 
sive signal in most of this lush new 
market of America’s spendingest families. 





Nevada Network, Inc., offers New 
Statewide Packages, Savings Up to 
15 Per Cent. 

Currently packaging KOLO-TV and 
KOLO-AM, Reno, KLRJ-TV, Henderson- 
las Vegas, and KORK-AM, Las Vegas, 
plus KPTL-AM, Carson City and KELY- 
AM, Ely, Nevada. Nevada Network, Inc., 
reaches 80 per cent of state’s population 
and sales plus huge bonus in North- 
eastern California. 

Nevada Network package savings run 
5 to 15 per cent for combination TV, 
radio, or TV-radio buys. One order, one 
billing, one check. 


KOLO-AM, CBS for Reno, Goes to 

® 24-Hour Schedule, Adds Hi-Fi T‘mit- 

ter. Nevada's most-listened-to radio 

station, delivering more sales impres- 

sions per-dollar than any other Nevada 
medium. 


NEVADA NETWORK, INC. 





Reno KOLO-TV and KOLO-AM 
Henderson-Las Vegas KLRJ-TV 
las Vegas KORK-AM 
Ely KELY-AM 
Carson City KPTL-AM 





John E. Pearson Co., Nat. Reps. , 


| 
| 


| 
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Letters (Continued from page 23) 


over 200 per cent above last year. In- 

cidentally they fly to the Bahama Is- 

lands daily. They wouldn’t trade tv 
for any form of advertising. 

Bup HousNer 

Sales Manager 

wJNo-Tv Palm Beach, Fla. 


Product Group Series 


I would appreciate . . . a copy of the 
tv advertising reports. Our agency sub- 
scribes to your publication but I have 
mislaid the card enclosed in your offer 
letter. 

By the way, thanks for a fine job! 

Wituia D. Lansrorp 
Radio-Tv Department 
Schneider-Stogel Co. Adv. 
New York City 


Note: A bound copy of the product group 
success story series has been forwarded to 


Mr. Lansford. 


I am most anxious to obtain a copy 
of the November 1955 TELEVISION AGE 
in which there is an article entitled 
“Grocery Stores and Supermarkets.” 

Frep H. Comstock 
Wolcott & Associates 
Los Angeles 





Auto Auction 


One auto dealer managed to 
sell more than 26 per cent of the 
new cars in Lubbock, Texas, 
during the month of September. 
How? By television, of course. 

Womble Olds, local distributor 
for Oldsmobile, maintains a 
heavy spot schedule on KDUB-TV 
Lubbock, as well as on KDUB. 
But in September, the dealer also 
added a single, 13-hour television 
program and did it up in Texas 
style. 

The “Oldsathon” was billed as 
a Tradin’ Britches sale, with the 
dealer’s representatives fittingly 
garbed in cowboy boots, hats and 
blue jeans. 

Another sales device was the 
Chinese Auction block. The dealer 
offered two cars in this manner. 
A 1955 Olds was put on the 
block, with the price dropping 
$1 for each minute that passed. 

















FLORIDA PAYGROUND 


On Jacksonville’s only VHF station 
you reach an area containing over 
375,000 tv sets, at a cost per 
thousand-family-impressions as 
low as 33c. 


WMBR-TV 


Jacksonville, Fla. 

Basic CBS 

Channel 4 

CBS Television Spot Sales 


Operated by the Washington 
Post Broadcast Division 
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for greater influence 


LEADERSHIP _..a recognized responsibility 
at KOMO-TV, Seattle 


- ena 
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Shortly after midnight, the big L 

DC-4, carrying 69 passengers, 5 

cleared the runway at Seattle's —— , e. ; 
Boeing Field. It rose, faltered i fe 
and fell. A crash... flames... y 
and the night became loud with : uy 3 
the jarring sounds of a major v 
disaster. 


te 
} ) 


at. ——_ 





The KOMO-TV news staff was first at the crash scene. In 
less than three hours, KOMO-TV telecast the first films of 
the tragedy and made the first cable release to the nation via 
NBC’s “Today.” This is typical of the operation of our news 
department and results in the distinctive television 
daily news feature “Deadline.” 


But the quality of KOMO-TV leadership extends beyond “firsts.” Speed and 

ingenuity must be matched with completeness and accuracy. Pioneering with money and 
ideas is important, but program quality, with accent on the vital area of public interest is 
still most important... to us and, we believe, to our audience. 


The Western Washington audience appreciates this type of programming. They 
respond by placing their hard-won confidence, trust and goodwill in KOMO-TV. 
Advertisers receive a definite advantage by the transference of this self-same 
confidence to their product ...and benefit accordingly. 


This is the story of leadership. 


in Seattle and Western Washington 





CHANNEL 4 NBC the COLOR station 


SOLD BY & SPOT SALES 
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AUDIENCE !* 


MY LITLE 
MARGIE 


LOOK AT THESE 
GAINS IN AUDIENCE 
... ALL REGISTERED 
WHEN STATIONS 
RE-PROGRAMMED 
DAYTIME WITH 
“MARGIE”! 


\ 


**(HICAGO WGN-TV 2210% 
CLEVELAND KYW-TV 910% 
BALTIMORE WBAL-TV 775% 
SAN FRANCISCO KGO-TV 430% 
NEW YORK WCBS-TV 145% 





AUDIENCE COMPOSITION 


MEN WOMEN CHILDREN 
ATLANTA 10 20 70 
WASHINGTON 20 30 50 


(AGAINST "MICKEY MOUSE CLUB"IN BOTH MARKETS) 
*ARB REPORTS — 1955. 
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**CHICAGO — ANY QUESTIONS? 
CALL THE MAN FROM OFFICIAL! 


ARB REPORTS — 1955-56 AUDIENCE COMPOSITION 


Ange 


* - 


LOOK AT THE SHARE 
OF AUDIENCE “MY HERO” PULLS 


CLEVELAND 65% PEORIA 73% 
st.cous 60% Boston 58% 


MEN WOMEN CHILDREN 
BOSTON 15 18 67 
$T. LOUIS 7 32 51 





ALWAYS 
LEAVES EM' 
LAUGHING! 
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LOOK AT THE AUDIENCE 
COMPOSITION AND RATINGS FOR “WILLY” 


MEN WOMEN CHILDREN 


CLEVELAND 20 29 51 
ST. LOUIS 14 27 59 


CLEVELAND 13.6% ST. LOUIS 12.1% 
Station “B” 4.9% Station “B” 5.2% 
Station “C” 44% 





*ARB REPORTS — 1955-56 


w IT WAS 
/ GREAT AT THE 

— PALACE 

AND ITS GREAT 
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. WITH 1h 
FATHER’ @ 
THE “STU ERWIN SHOW” RATES 
IN SHARE OF AUDIENCE 





CHICAGO won-Ttv 35% 
DETROIT wxyz-tv 33% 
HOUSTON KGuL-TV 56% 
OKLAHOMA CITY KWTV 57% 
LINCOLN-OMAHA KOLN-TV 64% 


AUDIENCE COMPOSITION 
MEN WOMEN CHILDREN 
PHOENIX KPHO-TV 15 30 55 


(AGAINST “MICKEY MOUSE CLUB”) 


*ARB REPORTS — 1955-56 









=~, phone wire 

“es write the man Ww 
| from Official 

= today! 












on55 


OFFICIAL FILMS, inc. 
25 West 45th St., New York 36, N. Y. | 
Plaza 7-0100 





Waco’s only TV Station delivers 35% more 
Audience—where it counts—in Waco 


Plus Bonus Audience in Surrounding Small Towns 
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Latest Pulse Survey t 



































MONDAY TO FRiDAY 
7AM-12N 12N-6PM 6PM-12Mid. 
KWTX 64 60 58 
Station B 36 38 41 
Misc.* 1 1 
* All other stations, including ‘The tall tower” stations got 1% of the audience — "I said 1%”. 
* February, 1956 


mace AWTX-TV 


VHF 10 


M. WN. Bostick 
V.P. & Gen. Mor. 
Represented by: John E. Pearson Co. 
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Has Fox Sold 50 Markets? 

Matty Fox is sticking to a “silence is golden” line in 
connection with facts and figures regarding sales of the 
740 feature films from the RKO Radio Pictures library. 
The C&C Television head vows that he won’t release the 
list of stations sold until his operation is “in the black” 
—which means until he has realized some $20 million. 
Meanwhile, International Latex Corp., which is paying 
Mr. Fox cash money in return for spot time that Mr. Fox 
gets from the station in a barter deal for the 740 films, 
announces that starting Aug. | it will use spots in a num- 
ber of markets. An educated guess is that the three-way 
barter—C&C, International, station—has already been con- 
summated in close to 50 markets. 


Stokely-Van Camp Spot Prospect 

Lennen & Newell, Inc., N. Y., has taken over the adver- 
tising for Stokely-Van Camp, Inc., canned-and-frozen-foods 
firm of Indianapolis. No plans have been announced, but 
future spot tv is likely, based on the company’s past per- 
formance (see August 1955 and October 1955 Spot Re- 
port). Dan E. Shea, vice president and merchandising 
director, is presently supervisor on the account. 


New Ben Hur Division Uses Spot 

The Ben Hur Manufacturing Co., Milwaukee maker of 
food freezers, has formed a new food-service division and 
appointed William G. Tannhaeuser Co., Milwaukee, to 
handle the division’s advertising and merchandising. Tv 
activity will be concentrated on co-op spot with local 
Ben Hur food-service dealers. James J. Jeffords, tv-radio 
director, is the agency contact. 


Schick’s New Lines 

As predicted in Spot Report for October 1955, Schick, 
Inc., is introducing both its new Lady Schick line and its 
Schick 25 men’s model in four colors—Snow White, 
Hunter Red, Buckskin Beige and Fairway Green. In this 
advertising campaign for the two new lines the company 
will spend a record $3.5 million. At the present time, 
Schick’s television activity will consist only of alternating 
sponsorship, with S. C. Johnson & Son, Inc., of NBC’s 
Robert Montgomery Presents. No spot plans are being 
made now, but there is a possibility of a concentrated co-op 
spot drive around Christmas. Warwick & Legler, Inc., 
N. Y., is the agency. 


Perfume Campaign 

Bourjois, Inc., maker of Evening in Paris and other 
perfumes, will use NBC’s Today, Home and Tonight shows 
in an 18-day pre-Christmas campaign starting November 
27. Seventeen ‘spots in all are apportioned among the three 
programs and are scheduled for placement on an accumu- 
lated total of 96 stations. In addition, in markets not cov- 


ered by its T-H-T participation, Bourjois will take part 
in a spot co-op campaign with local dealers. Lawrence C. 
Gumbinner, Inc., N. Y., is the agency; Paul Gumbinner, 
tv and radio director, the head timebuyer. 


Possible Color-tv Tax Cut 

Prospective purchasers of color television sets will get 
a pleasant and unexpected break, if a recent statement by 
Sen. Warren G. Magnuson (D., Wash.) turns out to be 
more than political chit-chat, and if a recommendation by 
the Senate Commerce Committee, of which he is chair- 
man, eventually bears fruit. According to the Senator, his 
committee will propose the removal of the Federal excise 
tax on color sets in order to stimulate the shift from 
black-and-white to tinted tv. 


“Viewing” Radio? 

The constant thinking in terms of television by indus- 
tryites, even when they are talking specifically about radio, 
was unconsciously displayed by Sylvester L. (Pat) Weaver, 
chairman of the board of NBC, during a press conference 
to boost the network’s new two-hour morning radio pro- 
gram, Bandstand, a half hour of which is simulcast. Ex- 
pounding on the plans and hopes for the audio show, 
which features name dance orchestras, with Bert Parks 
as permanent emcee, Mr. Weaver expressed the belief that 
every housewife who “watches” the program will like it. 


Color Sales Increase 

Increasing momentum of color television is indicated by 
Bruno-New York announcement that color-set sales now 
account for a dollar volume equal to that for black and- 
white receivers. The exclusive RCA distributor in the 
metropolitan area believes that this ratio of one color set 
to every three monochrome will be stepped up considerably 
when the RCA color advertising campaign gets into full 
swing this fall. 


Color Tv City 

In the works is a deal for the Rockefellers, as landlords, 
and Radio Corp. of America, as tenants, to build a Color 
Television City in New York in the present Radio City 
area. The Rockefellers will, according to present plans, 
take over the Roxy Theatre, a 5,717-seat, first-run film 
house. The Rockefellers own the property adjoining the 
Roxy, which will make the new Tv City a block-square 
project. It is understood that RCA plans to exhibit and 
sell color tv, as well as the entire RCA line of products, 
in the new area. At the same time, of course, the corpora- 
tion’s broadcast affiliate, BC, will benefit. Two or more 
studios will be included, so that it will be possible to 
house all of NBC’s color telecasting in one building. 
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ow! Remote Switching of 


COLOR OR MONOCHROME... 
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Outputs 
(3 modules) 




















& < Module design permits “building 

o oO block"’ expansion. Each module 

; o- handles ten inputs—two outputs. 
¢ 





CineScanner—Superior for Monochrome ... and Color! 


Designed for studio/master con- %% Control panel and switching chas- % Module design (10 inputs x 2 out- 
trol applications—Low voltage sis designed to fit various station puts) permits ease of expansion. 
D.C. relays eliminate costly video layouts — provides utmost flexi- 

cabling. bility in station design. % Permits multiple control points. 


Effects substantial savings on 


> er ee 


video processing equipment costs 
—as little as one-tenth the equip- 
ment required in some cases. 


Switching chassis designed for 
standard rack installation—mini- 
mum rack space required. 


Built-in tally lights and order 
wire circuits—auxiliary contacts 
for program audio. 


PHILCO CORPORATION 























Any TV Program Source 


ERE is a compact, versatile TV switch that 
H can be interconnected anywhere in your TV 
broadcast system. It will handle “simultaneous”’ 
(RGB), encoded color and monochrome—com- 
posite or non-composite ... by remote control ! 
This feature alone means big savings in encoding 
and distribution equipment. 

But, this is only one of many important ad- 
vantages. For example, by use of special color- 
coded patch plugs, video control of film, slide or 


OVERNMENT AND 
NDUSTRIAL DIVISION 





COMPOSITE OR NON-COMPOSITE 


live source can be transferred from studio to 
master control or to transmitter room in a matter of 
seconds. Studio and master control switching func- 
tions can be accomplished by a single switching 
chassis at the console or in a relay rack. In addi- 
tion, the system will control wipes, splits, fades, 
dissolves and other special effects. 

Get full technical data on this newest addition 
to Philco CineScanner Color Equipment. Write 
Philco, Dept. TA today. 


New TV Switching System proves “simultaneous” switching practical and desircble 





PHILADELPHIA 44 
PENNSYLVANIA 


In Canada: Philco Corporation of Canada Limited, Don Mills, Ontario 











BEST DRAMATIC SERIES IN SYNDICATION 


with Dick Powell, Charles Boyer, David Niven, Ida Lupino 
and 30 other top stars. 


*Billboard’s Fourth Annual TV Program and Talent Awards. 


BEST ...THE ONE WORD HISTORY OF “STAR PERFORMANCE” 


Through the years on Network, “Star Performance” as “Four Star Playhouse” has won award after award... Best 
Dramatic Series ... Dick Powell, Best Dramatic Actor (and he did it again in Syndication) plus other winners in the 
Screen Director's Guild and Screen Writers Guild competitions. 


Now is the time to put this solid award winning combination to work for you 
in your own area. Contact us today! 


SOLD Budweiser Beer in 10 Markets $0 LD To Top Stations in Other Cities, Large and Small, including: 


To NewYork « Chicago «+ Los Angeles + San Phoenix, Ariz. * San Diego, Cal. +* Albuquerque,N.M. «+ Las Vegas, Nev. 
Francisco « Philadelphia *« Memphis + Denver Fresno, Cal. * Salt Lake City, Utah + Stockton, Cal. » Rochester, N.Y. « Little Rock, 
Detroit « Atlanta + Dallas-Ft. Worth + Houston Ark. « El Paso, Tex. * Columbus, Ga. * Redding, Cal. « Bellingham, Wash. 
Portland (Ore.) « Indianapolis + Minneapolis Salinas, Cal. « Meridian, Miss. « Harrisburg, Pa. + Carlsbad, N. M. * Spokane, Wash. 
Milwaukee and London, England + Sydney and Melbourne, Australia » Dominion of Canada 










phone wire write OFFICIAL FILMS, inc. 


25 West 45th St., New York 36, N. Y. 


the man from Official today! Plaza 7-0100 





Representatives in: Beverly Hills « San Francisco + Minneapolis « Chicago + St. Louis » Boston + Atlanta « Philadelphia 

























Business barometer 
| 


After a slight drop in April, television billings came back strong in May, with an 
about-face which set up good gains in every category. 





The TELEVISION AGE monthly Business Barometer index shows that local business in May 
was up 6.0 per cent over that in April, national spot climbed 4.9 per 
cent for the same period and network gained 4.0 per cent. 





While May has a history of being a stronger tv-billings month than either April or 
June, the gains in May this year were greater than they have been within the 
three-year history of the TV AGE study. 





Last year May showed a gain of 2.9 per cent in local business, a 3.8 per cent jump 
in national spot and 3.5 per cent increase in network, while in 1954 the 





LOCAL SPOT NETWORK 


comparing May billings with April: +6.0' +4.9 +4.0 


j 


April May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. April May 

: 7 7 , +110 
+105 
+100 





85 
80 
75 


= 


65 





55 
50 
45 


35 
30 
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‘Copyright 1956, TELEVISION AGE. Points indicated are above Oct., 1953, basq month for chart. 


gains were 2.3 per cent for local, 6.7 per cent for national spot and 4.7 
per cent for network. 


ee 


Adding the three figures in each year and dividing by three, a rough means of com- 
paring the three years, shows the average for 1956 was 4.9 per cent, for 
“si 1955, 3.3 per cent, and 1954, 4.5 per cent. 





Another healthy trend indicated by the May survey was the strength of local bill- 
ings. Generally local has lagged behind both network and spot during the 





last 12 months. This may be seen by the chart on this page. 


After the normal drop in June, July and August last year, local gained strongly in 
September and October. In November the gain was slight and by December local 
was on its way down while both national spot and network were continuing 

steady gains. 












In January local again dropped sharply, 
to gain. 


while the other two categories continued 
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Business barometer continued 


The turn came in February, when local rose substantially, and continued in March, 


when the increase was even sharper. In April, when both national Spot and 
network were declining, local held its own and even managed to register 
Small gains. 


The continued increase in May becomes significant when related to this background. 
It is apparent that local is gaining in strength and importance in overall 
television billings. Its history since the beginning of the year has been 
one of vigor and indicates a more important future for this category. 





National spot, with its 4.9 per cent increase in May over April, continues to per- 
form in the manner which can be expected of television's fastest growing 
division. 





A glance at the chart shows that in only two months since August 1955 has national 
Spot shown any decline. Both of these months, December and April, have been 
followed by periods of sharp recovery. 








In July 1955 national spot was at index point 37.0n the Business Barometer chart, 
while network was at index 51 — network is 14 points ahead. 





Today spot is at index point 110, while network is at 95 — in this case, spot is 15 
points ahead. 





Comparing the two, one sees that national spot has gained a total of 29 points over 
the rival television service on the same chart, by the same method of com- 
parison over the ten-month period. 





LOCAL SPOT NETWORK 


increase from May 1955 to May 1956: | +26.8 


One should not jump, however, to any erroneous conclusions about the importance of 
network billings in the overall television picture. Nor should one discount 
the continued growth of these billings. 





Network business has been more consistent than either of the other tv categories, 
showing an increase in every month Since July 1955, except for April 1956. 





A comparison of the month of May 1956 with the same month in 1955 shows that local 
business is up 26.8 per cent, national spot has gained an astonishing 60.5 
per cent and network is up 33.9 per cent. 





While such a comparison of the two months a year apart is interesting, it must be 
remembered that the percentage of difference is between the two months alone 
and should not be taken as an indication that the year of 1956 will be this 
far ahead of the year 1955 in the various divisions. 





It should also be remembered that these figures cannot be applied to individual 
Stations, since they include not only stations which have been on the air 
but also new stations being added from month to month. 





This is the 32nd monthly Business Barometer report. This exclusive and copyrighted 
service is made possible by the cooperation of stations included in a scien- 
tifically prepared sample. 





These stations send their figures to Dun & Bradstreet each month. That Wall Street 
firm prepares percentages which are furnished to TELEVISION AGE. The editors 
and their advisors prepare the analysis of these figures. 
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JAavertisers buy the Powerhouse: 
uot the est From Dawn ’til Midnight 


ARKANSAS 
— TEXARKANA 








HERE’S THE WEEKLY DAYTIME 
SCHEDULE THAT YOU CAN BUY 


INTO FOR LOW COST...BIG RESULTS 
I H A N N E L b 0 fi q { p (A. y) t 6,00 A.M. " gern te 
"i 3 “vi. eathermon 





6:30 A.M. Will Rogers, jr. : 
6:55 A.M. News \ 
t 7:00 A.M. Capt. Kangaroo 
7:25 A.M. Weatherman 
t 7:30 A.M. Capt. Kangaroo 
* 7:55 A.M. News 
* 8:00 A.M. Garry Moore — 
t Video Varieties 
* 8:30 A.M. Arthur Godfrey - 
t Video Varieties 
* 9:30 A.M. Strike It Rich 
*10:00 A.M. Valiant Lady 


Dominating over 100,000 TY Homes in 26 Counties 
{Area Telepulse — January-February, 1956) 58 per 
cent of Total Audience — Station ‘‘B"’ only 14 per cent. 


SIGNING ON with NETWOR 


Showmanlike integration of local personalities, box- *10:15 A.M. Love of Life 
office! films, full-time farm service and aggressi ee oe rw 
' ggressive news 11:00 A.M. CBS News 
coverage with virtually the complete CBS schedule. 11:10 AM. Stand Up and Be Counted 
*11:30 A.M. As the World Turns 
12 Noon Johnny Carson 


12:30 P.M. News and Weather 


ON the AIR daily for 18 HOURS {2:2 S= 


t+ 1:30 P.M. Bob Crosby 
* 2:00 P.M. Brighter Day 


® Network Programming Over 300 Hours per Month! * 2:15 P.M. Secret Storm 

* 2:30 P.M. Edge of Night 
® Live Local Shows Designed for National Sale & Results! t 3:00 P.M. Afternoon Show 

¢{ 3:30 P.M. Adventure Theater 
* Top Film Shows; High Rated Day & Night Adjacencies! t 5:00 P.M. Club Six 


. a P.M. News 
— Sponsored; + — Partially Sponsored) 


m= KC MC-TV “=: 


CHANNEL 6 } 


Walter M. Windsor TEXARKANA, TEXAS-ARKANSAS Richard M. Peters 


General Manager Represented by Venard, Rintoul & McConnell, Inc. Dir. Nat'l Sales & Promo. 


Equipped to Telecast 
Network Color 


100,000 WATTS 
MAXIMUM POWER 

















THE CHURCH OF PRESIDENTS: 
one of a series of paintings 

of Washington by William Walton 

commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 


Represented by CBS Television Spot Sales 
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THE CHURCH OF PRESIDENTS 
by William Walton. 

Sixth of a series of paintings of Washington 

commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 


Reprints of this series available on request. 

















As Muncie goes 
so goes the nation... 


At the quadrennial political conventions, Americans will witness 
one of the most cherished and colorful of American traditions 
—nominating a President. The nation’s attention will be 
centered in the next few weeks on the exciting events in 

Chicago and San Francisco. 


In a sense, too, the nation’s attention will also be centered on 

Muncie. For here in Muncie is the nation’s cross section of the 

voting public . . . and here in Muncie is that important slice 

of America known as Middletown, U.S.A. And because the 

folks here in Muncie watch television more than they do 

anywhere else in the United States, Muncie is the perfect test 

market for your next advertising campaign. The nation’s test 
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PITTSBURGH 


HARRISBURG * 


en PITTSBURGH 
and HARRISBURG 


Here’s evidence—proving beyond any doubt—that you get 
over 75,000 more TV homes in central and western Pennsyl- 
vania by buying WFBG-TV in combination with Pittsburgh. 
No Other Station Combination in the Area Produces This Maximum 


Audience. Proof: ARB, March, 1956 Coverage Study. Call “emiaaiapmiaientess 
your H-R man today. 


THE ONLY BASIC CBS-TV STATION WFBG-TV 
SS ALTOONA, PENNSYLVANIA 
SERVING THE AREA 





Channel 10 
WFBG-TV's Unduplicated WFBG-TV'sandStationB's Pittsburgh's Primary Area Represented by H-R Television, Inc. 
Primary Area Duplicated Primary Area 


Operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts , Philadelphia 39, Pa 


WFIL-AM-FM-TV, Philadelphia, Pa. / WNBF-AM-TV, Binghamton, N.Y /WHGB-AM, Harrisburg, Pa./WFBG-AM:TY, Altoona, Pa. 


42 August 1956, Television Age 





——_$_4-—____—_ 














TV BASEBALL COVERAGE. How 
has television coverage affected attend- 
ance of major league clubs as they 
reach the halfway point in their sched- 
ules? According to a special survey by 
the Associated Press, attendance up to 
the time of the All-Star game found the 
National League, with several teams in 
a hot race for the top, running more 
than 400,000 turnstile counts ahead of 
the same period last year, while the 
American League, which at this point 
has all but conceded first place to the 
New York Yankees, is down 200,000 
from the 1955 pace. 

If any definite observations can be 
made as to tv’s effect thus far, it is that 
television has not hurt attendance. 
Furthermore, it has even helped where 
the team has recognized its value and 
used it properly. Those clubs whose 
gate is down can apparently look to 
their own doing for the reason—a dis- 
mal showing on the field and a corol- 
larial low place in the standings. 

There are signs that tv has helped 
certain clubs. The Brooklyn Dodgers, 
who are televising more games than 
any club (102), found their attend- 
ance, as of the first week in July, run- 
ning 33,814 ahead of 1955, for a total 
of 502,825—despite their being in a 
three-team city and having a ball park 
with limited seating capacity. One of 
the things that has helped has been 
their use of the visual medium. The 
Dodgers employ one of the most active 
on-the-air promotions of baseball. Sev- 
eral “commercials” are inserted in the 
telecasts of both home and away games, 
appealing to the viewer to come out and 
see “this” team and “that” 
action. 


star in 


DODGERS VIEWPOINT. As A. E. 
Patterson, assistant general manager of 
the Dodgers, pointed out for an earlier 
TV AGE story (March 1956) : “We feel 
that we must learn to live with tv . . . 
more people are talking about baseball 
-—know about baseball—than ever be- 
fore, thanks to this added medium. 
Now we must find a way to bring peo- 
ple to the ball park. We think it can 
be done.” 

A club that has preferred to shun tv 


because it fears disaster at the gate has 
found its attendance running 200,000 
customers, for a total of 561,812, be- 
hind 1955. The Kansas City Athletics, 
playing their second year in that city 
without tv, were in eighth place when 


the AP survey was taken at the close 
of baseball business July 8. In 1955, 
the A’s finished sixth, and largely be- 
cause of the eager reception that ac- 





- rns 


Robert W. Sarnoff (l.) president of 


NBC, represented the network in the 
purchase of tv and radio rights to the 
World Series and All Star games for 
the next five years for $16,250,000. 
Ford Frick (r.), baseball commis- 
sioner negotiated the five-year con- 
tract. 


companies franchise shifts they re- 
corded an attendance of 1,393,054. 
This year the club is having trouble 
producing, on top of which the novelty 
of having a major-league club in its 
backyard is wearing off for Kansas 
City. 

One team that has been having no 
difficulty living without tv is the Mil- 
waukee Braves. Since their shift to that 
city in 1953, the Braves have been set- 
ting all kinds of attendance records. A 
very important footnote to their turn- 
stile triumphs has been their success in 
league standings. They have finished 
second twice and third once. This year 
they are fighting for the top spot once 
more, and their attendance leads both 
lcagues with 764,154. Even this, how- 
ever, is a slight decline of 20,000 from 
1955. 


CAN TV HELP OR HURT? The ques- 
tion arises: Would television help the 


muvee MNeawsftront 


A’s and hurt the Braves? In the case 
of the A’s, television could be used to 
promote major-league baseball to many 
people who have never seen this brand 
of ball—and, incidentally, 
healthy chunk of money for tv rights to 


add a 


the club’s coffers. As far as the Braves 
are concerned, it is unlikely that tv 
could either hurt or improve the 
phenomenally successful position they 
enjoy in the higher echelon of the 
league and playing in a Braves-crazy 
city. But tv rights for such a valuable 
franchise as Milwaukee could bring a 
healthy monetary return. 

For the rest of the National League 
clubs, attendance figures seem to paral- 
lel the teams’ standings in the league. 
Cincinnati, for example, is showing a 
gain of almost 125,000 over last year, 
for a total of 497,193. The Redlegs are 
telecasting 23 home games (the same as 
last year) and 30 away games (an in- 
crease). 

The Pittsburgh Pirates, the third 
club in the major leagues not televising 
games, are experiencing an attendance 
revival because of the team’s renais- 
sance and rise from the cellar. Their 
mid-season attendance already has 
reached 552,666, surpassing last year’s 
complete total of 469,397. 

The St. Louis Cardinals, telecasting 
64 away games and in the thick of the 
first-place battle until a month before 
mid-season, are 77,432 ahead of last 
year. And the Philadelphia Phillies, 
telecasting 23 home and 52 away con- 
tests, are 77,293 ahead of 1955, in spite 
of their poor league ranking. The Chi- 
cago Cubs and the New York Giants, 
both threatened with cellar occupancy 
at the time of the survey, have suffered 
greatly thus far. The Cubs are 85,27] 
behind 1955, when they finished sixth, 
and the Giants are 45,043 behind last 
year, when they placed third. Both 
teams are televising all their home 
games as they did last year. 


A. L. ATTENDANCE DOWN. In the 
American League, the runaway race 
the Yanks have made of things has 
hurt league attendance. The Yankees 
themselves, telecasting 77 home games 


(Continued on page 59) 
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Guest stars Peggy King, center, and Leo Durocher, 
right, are pictured above with KMTV’s Bettie 
Tolson on her popular show, “Your TV Home”. 


KMTV's Responsive Pre-Sold Audience 


Requests 200,000 Recipes! 


"Your TV Home”—Here’s the outstanding homemaker’s show 
that has real meaning for thousands of enthusiastic homemakers in 
KMTV’s rich multi-state market. 


These ladies, all loyal followers of “TV Home’s” Bettie Tolson, 
have requested 200,000 copies of recipes featured on the show since 
it began four years ago. 

In a ten-day contest, almost 2,300 household hints were entered. 
In another case, 2,800 viewers wrote and asked for introductory 
samples of a new product. 13 spots on “Your TV Home” produced 
5,500 recipe contest entries from 405 towns and cities in five states— 
204 from communities in Nebraska and 162 from towns in Iowa. 
These are typical results. 


Follow the lead of other successful profit-minded local and na- 
tional advertisers. Cash in on KMTV’s pre-sold audience. Schedule 
KMTV . the midwest’s Color Television Center and Omaha’s 
popular TV station that gets action for you! Contact KMTV direct 
or see Petry today. 





YS lx 
ss en NWN 
COLOR f/ 3X Oe : 
TELEVISION \ ay, Wg) . 
CENTER \ 4 Se OMAH. 


Represented br 


Edward Petry &_.Co., Inc. 
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CHANNEL 3 | 


MAY BROADCASTING CO. 
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477,000 
Retail Sales .......... $1,716,560,000 
Buying Income ........ $2,236,230,000 


* Survey of Buying Power 


NBC-TV 
ABC-TV 
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Which way film? 


This is the year of 


decision for distributors as 


national-regional sales become a must 


he coming year will be a year of decision 

for the syndicated film industry. Most ob- 
servers believe that the future direction and pros- 
perity of the syndicated film program of all 
lengths depend a great deal on what happens in 
the coming season. 

There is general agreement among buyers and 
sellers of television properties that the syndicated 
film show has come to have full and equal stature 
with all other kinds of programming. It is no 
longer merely the poor relative relegated to fringe- 
time participation; it is an A-time presentation. 
It is no longer merely a local buy that has made 
good; it is a nationally rated commodity. It is 


no longer merely a summer replacement; it is a 
year-round programming concept. 

The 1955-56 season, as predicted in TELE- 
VISION AGE, August 1955, saw the greatest gains 
in profit and prestige for the tv-film industry. The 
1956-57 season will find syndication facing its 
sternest test. Can it get a firmer footagehold on 
the national-regional level? And, at the same time, 
hold on to its important position at the local level? 

In other words, the decision confronting the 
syndicator today is: in which direction must he 
point for his market? National-regional? Local? 
Or both? 

“The trend today in syndicated film is for the 
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A sample of new releases for the fall season 





ABC’s Code 3, mystery 






TPA’s Tugboat Annie, comedy 


a 


NBC’s Frontier. western 





distributor to seek out the national 
sponsor,” says the head of one of the 
large tv-film distribution companies. 

“The most important new business 
for the syndicator is in national sales,” 
declares the vice president of a me- 
dium-sized distribution firm. 

And a third executive, who classifies 
his film-selling operation as “small 
potatoes,” states, “You can’t produce 
a first-run show and syndicate it at a 
profit to local markets any more unless 
you stage a wrestling match between 
Marilyn Monroe and her British 
equivalent.” (Editor’s note: Diana 
Dors. ) 

These sample comments made to 
TELEVISION AGE by syndicators, large, 
medium and small, indicate a recently 
realized and universally accepted fact 
of film-syndication life in today’s mar- 
ket: the lifeblood of new film-syndica- 
tion properties is the national and/or 
big regional sponsor. 

A film series made for tv syndication 
and sold only on a market-by-market 
basis is now the exception, where for 
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most companies it was heretofore the 
rule. 
Syndicators give many reasons why it 


has come to pass that a new series can- 
not live by local sales alone. These in- 
clude ever-increasing production costs, 
unwillingness of local stations and 
sponsors to pay enough, price cutting. 
“trading” practices, too much supply, 
not enough telecasting hours in a day 
and the disappointing growth in the 
number of television stations. Then, 
too, there are those who ascribe the 
result to the networks. 


The Regional Sale 


But no matter the reason, or reasons, 
syndicators from ABC to Ziv have 
within the past year come to recognize 
that a sale of a new series to a na- 
tional and/or a big regional adver- 
tiser is not merely a consummation 
devoutly to be wished. It is, rather, a 
must. 

How, then, are the film distributors 
faring in their quest for the national- 
regional sale? Tv ACE made a survey of 


syndicators in all parts of the country 
to find out the climate and living 
conditions on the national-regional 
scale, and, especially, the state of syn- 
dicator-agéncy relationship. We asked, 
“Have you noticed any trend in the 
thinking of national advertising 
agencies regarding syndicated film?” 
At the same time, we requested the 
syndicators to comment on what many 
in the industry predicted would be the 
most devastating threat to makers of 
television film—Hollywood features. 
The question in this regard was, “What 
has been the result of recent releases 
on tv of Hollywood pictures?” 

And, further, since film firms are 
concentrating on selling their new 
properties to national and regional 
buyers, the survey sought to discover 
how they are merchandising their 
backlog of films. Accordingly, the third 
question was, “Where will there be a 
market for re-runs?” 

Finally, to point up the prospects 
for tomorrow’s market, syndicators 
compiled a listing for Tv AGE of their 
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Seeded 





upcoming film properties. 

George T. Shupert, president of ABC 
Film Syndication, made a statement 
on what he feels is the trend in the 
thinking of national (and regional) 
advertising agencies regarding syndi- 
cated film that in spirit and fact re- 
flects the views of most of the indus- 
try’s leaders. 

“National advertising agencies,” said 
Mr. Shupert, “have become increas- 
ingly more interested in buying syndi- 
cated film for their national clients 
either to supplement network adver- 
tising or for use in a national spot or 
regional campaign. We compared our 
March 1955 and March 1956 bookings 
and discovered a 124 per cent increase 
in markets sold to advertising agencies 
in behalf of national advertisers. Many 
agencies have designated special per- 
sonnel to screen syndicated films and 
report their findings to the various 
account groups. We queried our sales- 
men, who report that they find it much 
easier to set up screening appoint- 
ments with account executives on be- 


Screen Gems’ Circus Boy 


half of national advertisers now than 
they did in preceding years. Syndi- 
cated film, as an advertising vehicle, 
is now readily accepted by most 
agencies, both because the quality of 
programming has improved since the 
early syndicated films were released 
and because of the shortage of network 
time.” 


Ziv Sees Trend 


Other comments on agency thinking 
include one by a Ziv Television Pro- 
grams spokesman, who says, “Yes, 
there is a definite trend toward direct 
agency-client purchase of syndicated 
shows, particularly for multi-market 
campaigns, as opposed to previous 
methods which largely consisted of 
buying a program from a station after 
the station had purchased it and was 
pitching it as a spot availability. 
Agency thinking is now often directed 
along lines of getting a major regional 
client into video with a network-quality 
show.” 

H. Weller “Jake” Keever, national 


Officials The Buccaneers 


sales manager of NBC Television 
Films, states, “I believe there is a 
definite trend on the part of national 
advertisers toward syndicated film. The 
trend has been greatly aided by the 
continuing growth and understanding 
by advertisers relative to the value of 
syndicated film programming. To con- 
firm our belief we investigated one 
market—San Francisco—and found 
that the number of national and re- 
gional advertisers using syndicated 
programs there during the first quar- 
ter of 1956 had increased by 47 per 
cent over the same period last year. 
It is interesting to note that 40 per cent 
of these new users of syndicated tele- 
vision film had used no form of local 
television in the first quarter of 1955. 
Another 37 per cent had used some 
form other than syndication in 1955 
and had continued to do so in 1956. 
and 23 per cent had used some form 
other than syndication in 1955 and 
were using syndication only in 1956.” 

Arthur E. Pickens, Jr.. program di- 


(Continued on page 106) 
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Change in techniques, 
rising costs, 

color, magnetic tape. 
better agency 

rapport, seen by 


commercial producers 


The new sell 


Shamus Culhane for Heinz spaghetti. 





























Mercury commercial by Van Praag. 


w national spot activity run- 
ning almost 30 per cent ahead 
of last year, and with more advertisers 
holding onto network-time franchises 
this summer, it seems little wonder 
that commercial-film producers are in 
the middle of their biggest year. 

Increased spending, however, is not 
the only reason energy and facilities 
are being strained. A host of new tech- 
niques and approaches to tv advertis- 
ing and filmmaking has brought about 
a near-revolution in the industry. 

When the tv dials are twirled this 
fall, the change in film commercials 
will be apparent to even the most 
casual viewer. There will be more ani- 
mation, more spots with entertaining 
sell, more with “soft” sell and a great- 
er number of them ready for color- 
casting. 

For the commercial producer, this 
year has been filled with traditional 
problems—like rising production costs 
—and at least one new challenge— 
that of magnetic video tape. 

He finds also, as somewhat of a con- 
solation, that agency handling of film 
matters has matured. For example, 
Joseph M. Barnett, president of Film 
Creations, New York, says there is 


Storyboard conference at Sarra, Inc. 


“greater sophistication of agency ap- 
proach with the development of ex- 
perience and know-how.” 

One of the most paradoxical things 
about the commercial-film industry is 
the lack of agreement on whether the 
buiness is seasonal or not. 

These observations are highlights of 
a recent TELEVISION AGE survey of com- 
mercial producers, and they reveal an 
industry making great progress but 
nonetheless still in transition. 


Color Figures Importantly 


Color is figuring more prominently 
in film plans. On an average, producers 
report that about 20 per cent of all 
their production is in color. And this 
figure will at least be doubled next 
year. Even those filmmakers who at 
present are not producing in color 
acknowledge that advertisers ask for 
color estimates when black-and-white 
work is ordered. 

Fred A. Niles, president of Fred A. 
Niles Productions, Inc., Chicago, says, 
“We produce about 20 per cent of our 
commercials in color. More and more 
clients are asking about color spots 
and prices. Agency thinking tends to- 
ward planning on color spots as the 


stations equipped to 
I would 


number of tv 
handle colorcasts increases. 
estimate that the use of color negatives 
with black-and-white prints will in- 
crease another 10 to 15 per cent next 
year.” 

Keitz & Herndon, Dallas, producing 
about 90 per cent of its film in color, 
has found its clients put tv film to 
varied uses. Larry F. Herndon, Jr., 
partner and sales manager, declares: 
“For the past five years we have pro- 
duced almost 90 per cent of our films 
in color, and eventually we hope to 
increase this proportion to 100 per 
cent, production time permitting. Aside 
from actual exposure on tv stations 
with color facilities, many of our clients, 
including Standard Oil of Indiana, use 
their color films at sales meetings. We 
encourage them to use color prints of 
their spots at trade conventions and 
business meetings.” 

Mr. Herndon further that 
clients “achieve remarkable impact” by 
supplementing their black-and-white tv 
spots with the same films in color on 
drive-in and indoor theatre screens. 

A firm which at present is not pro- 
ducing color commercials but acknowl- 


states 


(Continued on page 82) 
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Druggist to millions 
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Bristol-Myers, to maintain mass merchandising 
of its proprietary line, prescribes good use 


of mass media, especially television 




















he key to advertising operations at 

Bristol-Myers, says its president, is 
mass merchandising: “Next to food, 
the bath cabinet is one of the basic 
essentials.” 

But in mass merchandising, the ad- 
vertising problem is to buy economi- 
cally, as well as to get the greatest 
volume. “As we buy media,” the chief 
executive explains, “we are, by the 
nature of it, buying sales.” 

While Bristol-Myers is spending more 
than ever on advertising this year, 
including — and especially on — tele- 
vision, the company president feels no 
one medium can do the merchandising 
job for everyone. “And it’s a good 
thing — like our all not wanting to 
marry the same girl.” 

The jovial and friendly man behind 
these remarks — and at the head of 
his company — is Lee H. Bristol, 64 
(see cover). Mr. Bristol’s ability to be 
candid without cutting has won him 
admiration from associates, recogni- 
tion as a leader in his industry and 
election to top honorary and admin- 
istrative offices in the advertising field 
as a whole. 


Has Remarkable Range 


Of his stockholder meetings, for ex- 
ample, one professional observer* has 
written: “He has a remarkable range 
and at his best achieves a genuine tour 
de force which combines humor, wis- 
dom, fact and fancy; the anecdote, the 
story, the joke; complete fairness and 
willingness to listen; precise and ac- 
curate information about the state of 
the corporation. . . .” 

And that state is, in fact, an excel- 
lent one. 

At an informal meeting in New York 
last spring, his second stockholders ses- 
sion this year, Mr. Bristol corroborated 
what the annual report had already 
divulged: 

e Sales for the company reached 
another all-time high in 1955, some 
$75.7 million. That’s a 2]-per-cent in- 
crease over last year’s volume and 
more than double the figure for ten 
years ago. 

e The pre-tax profit, $9.1 million, 
was up 35 per cent over last year’s, 
returning the third highest earnings 
in Bristol-Myers history. 





*Lewis D. Gilbert, Dividends and De- 
mocracy, American Research Council, 
Larchmont, N. Y., 1956. 


e Cash and marketable securities 
were double the company’s liabilities. 

e In addition, Bristol-Myers real- 
ized about $10.2 million in foreign 
sales which, since much of the money is 
not actually returned to this country. 
were listed separately. 

e Advertising expenditures for 1955 
were up an impressive 54 per cent over 
the previous year. 

Noting the rise in advertising costs, 
Mr. Bristol recently wrote, “The effec- 
tiveness of this program may be fairly 
measured by the record sales achieved 
during the year and by the prospect of 
further increases in the years ahead.” 

Lee Bristol’s report was for the par- 
ent corporation, Bristol-Myers Co. Of 
its seven operating divisions, “the most 
important producer of profits and 
sales,” he says, “is the Products Divi- 
sion, New York, manufacturers of pro- 
prietary drugs like Ipana, Bufferin, 
Mum, Sal Hepatica, Minit-Rub, Vitalis, 
Trushay and Ban.” “The Products 
Division,” Mr. Bristol explains, “is our 
lead horse, but we don’t care who wins 
that race.” 

The division has an advertising 
budget in excess of $15 million for 
1956, of which about half will be spent 
on television. 

Another major contributor to volume 
is Bristol Laboratories, Inc., Syracuse, 
which, in contrast to proprietary drugs. 
makes ethical products. These include 
such antibiotics as Tetracycline, Peni- 
cillin and Streptomycin, all of which 
can be promoted only in accordance 
with the ethical practices of the medical 
profession. 

Bristol-Myers International, head- 
quartered in New York, manages for- 
eign subsidiaries and licensed manu- 
facturers throughout the world. These 
companies produce the proprietary line 
in 19 plants from Santiago, Chile, to 
Bangkok, Thailand; from Johannes- 
burg, South Africa, to Brussels, Bel- 
gium. In countries that have television. 
this division uses the medium where 
possible and recently bought, for ex- 
ample, Ziv Telefilm’s Highway Patrol 
for airing in oil-rich Caracas. 

The divisions also include the Sun 
Tube Corp. of Hillside, N. J., which 
manufactures collapsible metal tubes 
for dentifrice, shaving creams and the 
like, and the Rubberset Co. of East 
Newark, N. J. The latter was initially 

(Continued on page 119) 
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anufacturers of drugs and reme- 

dies have long been among the 
biggest spenders in both spot and net- 
work television. 

Now drug stores and pharmacies are 
beginning to occupy a comparable 
niche among users of local tv. 

Drug and remedy advertising on the 
networks totalled some $23 million last 
year as compared with $16 million in 
1954, according to estimates of the 
Publisher’s Information Bureau. 

While Television Bureau of Adver- 
tising estimates for spot, based on 
Rorabaugh Reports, cover only the last 
quarter of 1955, they total nearly $9 
million for the three months, making a 
TELEVISION AGE estimate of $30 million 
spent in drug and remedy spot tv ad- 
vertising for the year seem conserva- 
tive. 

With 1956 budgets in this important 
category larger in nearly every in- 
slance, TV AGE estimates that adver- 
tisers in this group will account for $27 
million in network television, $38 mil- 
lion in spot tv spending and around $4 
million on a local level. 

This adds to a grand total of $69 
million which drug and remedy adver- 
tising will contribute to television total 
billings in 1956. 

So important a customer merits par- 
ticular study. 

No station on the air fails to benefit 
from drug and remedy advertising in 
one classification or another. In the 
TvB report on spot for the first quarter 
of 1956 it was found that tv advertising 
for cold remedies totaled $2.64 million 
for the three months; headache reme- 
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dies, $1.45 million; indigestion reme- 
dies, $1.76 million; laxatives, $.75 mil- 
lion; vitamins, $.56 million; weight 
aids, $.38 million, and all others, $1 
million. 

Network television might be split 
into similar divisions. 

While all the network and the great- 
est part of the national spot billings 
are placed by drug manufacturers and 
packagers, the hometown druggist and 
the regional chain are becoming more 
and more important in local sales 
totals. 

This growing segment of tv advertis- 
ing may be traced directly to the results 
these stores are getting. 

“. . . we have found a public ac- 
ceptance not evident with any other 
type of advertising,” says Wayne Pres- 
ton, president of Preston Drugs, opera- 
tors of three stores in Jacksonville. 
Preston sponsors the Ellery Queen 
Show on WJHP-Tv Jacksonville. 


Testimonial for Tv 


“The fact that the Gallaher Drug Co. 
has used television as a part of its regu- 
lar promotion program since 1949 is in 
itself a testimonial to tv’s effective- 
ness,” says Mrs. Elizabeth U. Blom, ad- 
vertising manager for the 55-store 
chain. The chain sponsors Romper 
Room on WLW-D Dayton. 

“. .. it is the best media we have 
used,” says William Mills, advertising 
manager of the Mills Drug Stores, Inc., 
with three stores in Rapid City, S. D. 
The firm sponsors the Annie Oakley 
series on KOTA-TV Rapid City. 

Before going into the experiences of 


a series of product group success stories : 4 


some typical drug stores in local tele- 
vision a study of the advertising pat- 
tern of the more important drug manu- 
facturers and packagers is of interest. 
Brief summaries of the current adver- 
tising practice of these companies, in 
alphabetical order, are presented below. 

e Anahist Co., 12th among all spot 
advertisers during the first quarter of 
1955, spent $1 million during that 
period and promises a fat increase in 
spending this fall. Super Anahist was 
advertised on more than 200 stations 
during the first quarter. Ted Bates & 
Co. handles the account with Chester 
Slaybaugh the timebuyer. Anahist ad- 
vertising is placed during the first and 
fourth quarters only and, on television, 
nighttime minute announcements are 
preferred. The heavy schedule this fall 
may well put the company in the first 
ten in spot advertising for the final 
quarter as compared to a ranking of 
16th last year. 

Investing the major portion of his 
advertising budget in television and 
radio, Norman Young, director of ad- 
vertising media for Anahist, wrote to 
wcss-Tv New York, “We feel the full 
effectiveness of these broadcast media 
efforts is shown in our excellent sales 
increases. In your area we experienced 
an increase of 63 per cent for the 
period August-December 1955 com- 
pared to August-December 1954. . . . 
Anahist is having a terrific season in 
your market and we believe you have 
helped us get these results.” 

e B.C. Remedy Co. is an active user 
of minute announcements on stations 
throughout the south and west. During 


the first quarter the company was on 
nearly 90 stations for its B. C. Reme- 
dies. In the final quarter of 1955 tele- 
vision advertising by the B. C. Remedy 
Co. totalled $123,600. During that 
quarter the company was rated 123rd 
among all spot advertisers. N. W. Ayer, 
New York, is the agency. 


Nytol on 75 Stations 


e Block Drug Co., heavy spot user 
for many of its products, ranked 18th 
among spot advertisers during the last 
quarter of 1955 and 2lst during the 
first quarter this year with expenditures 
of $1 million. The company uses mostly 
minute announcements, some 20-second 
spots, but no ID’s. Nytol was on 75 sta- 
tions the first quarter with heavy sched- 
ules. Harry B. Cohen Adv. is the agency 
and Roger Kelly, timebuyer. Polident 
and Poligrip were on more than 30 
stations during the period. Both are 
handled by Grey Advertising with Phil 
Branch the timebuyer. Other Block 
products using television include Lax- 
ium, Sentrol, Stera Kleen, Amm-i-dent, 
Green Mint mouth wash, Poslum and 
Alkaids. An executive of Block Drug 
Co. said that the company had spent 
more than $20 million in tv from 1950 
tu 1954 and the totals for 1955 ex- 
ceeded those of any previous year. 

e Carter Products advertised its Lit- 
tle Liver Pills on nearly 150 stations 
during the first quarter of 1956 and 
was ranked 15th among national spot 
advertisers, with total spending of over 
$1 million for the quarter. It had 
ranked 66th, with $319,000 for the pre- 


(Continued on page 75) 


alike find television best medium for advertising their merchandise 


53 














BY FRANCES V. RUMMELL 


who one time was associated with the U. S. 
Office of Education and more recently served 
as coordinator of magazine information for 
the Department of Health, Education and 
Welfare. She nas contributed articles on 
education and educators to a number of 
major publications. 


r. Frank C. Baxter, a soft-spoken, 

bespectacled and moon-faced pro- 
fessor of English at the University 
of Southern California, has played 
hob with all preconceived ideas about 
the way to become a tv star. Without 
benefit of giveaways, girls or gim- 
micks he has pyramided his fan mail 
and won tv’s top awards simply by 
standing in front of a television camera 
and doing the same things he has done 
for 26 years in his classes—lecturing 
and reading. 

Despite the fact that he has won 23 
awards, Dr. Baxter, at 60, has no for- 
mula for television success. But he 
claims one advantage: “I use the best 
writers in the business,” he explains. 
When he was awarded his first Emmy 
he said, following the traditional pat- 
tern: “I want to thank my writer—Wil- 
liam Shakespeare.” 

He enjoys a smooth affinity with the 
master, their kindred talents being a 
fleet and facile tongue and a free- 
wheeling gusto. Last winter, when he 
was awarded his third Emmy in three 
years, he was asked whether any quo- 
tation from Shakespeare would be an 
appropriate comment on his triumph 
as an entertainer. Said Dr. Baxter, 
“There’s the line from The Merchant 
of Venice, when the Prince of Morocco 
says, ‘Oh, hell, what have we here?’ ™ 
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The studio audience roared. 

Dr. Baxter shies away from mixing 
pure entertainment with scholarship 
and calls his own television work “cul- 
tural entertainment.” Every inch the 
school teacher, he insists that he is 
merely in television, but not of it. When 
he was invited to be a guest on / Love 
Lucy, he declined, explaining puck- 
ishly, “I love lucidity.” 

His classroom students are entirely 
casual about the fame that has touched 
their teacher. After all, they discovered 
Dr. Baxter long before television did, 
and the fact that this glamorous new 
medium sought out their professor to 
teach the largest English class in all 
history strikes them as perfectly log- 
ical. When he won the coveted Peabody 
Award last spring, an upperclassman 
shrugged to me, “You don’t have to 
have a tv set to appreciate great teach- 
ers. They’re box office any time.” Years 
ago the student body voted Frank Bax- 
ter “the man who should teach all the 
courses in the university.” 

His immense popularity long ago 
forced him to move his Shakespeare 
classes to a larger room. When he 
talks, his students listen for the inevi- 
table nimble phrase, an exquisite bit 
of imagery, an irresistible wisecrack. 
(Of a Shakespearean heroine he once 
said, “This beautiful girl gives our hero 
a big blue-eyed double whammy.”) 
Above all, they come to his classes for 
what Dr. Baxter calls “the chance to 
feel literature intensely.” He warns his 
students that “it takes courage to read 
great literature. You must dare take 
the risk of going on what Anatoie 
France called an adventure of the soul.” 





Whether he is teaching 200 or two 
million at one time, he prepares his 
students to visualize the plays in their 
imagination as if they were actually 
being performed. He interprets the 
mood and tensions of the era, the zest- 
ful spirit of the people and the glory 
that was England in the first Queen 
Elizabeth’s time. 

A self-styled ham who has been deli- 
cately stage-struck ever since he served 
Oscar Hammerstein I as water boy 
back in 1910, Baxter often acts out 
individual characters. It isn’t fair to the 
playwright just to read his plays, he 
says. He may take two or three roles at 
any time and go on for scene after 
scene without once referring to his text. 
The students sit spellbound. 

“The longer I teach literature,” he 
told me, “the more-I am convinced that 
a teacher should not tell students about 
literature but rather, when possible, let 
them experience it as a living art, by 
reading or acting aloud in their pres- 
ence.” He pleads with his classes. 
“Don’t try to study Shakespeare as if 
he were an embalmed classic. Read him 
aloud for truth, beauty and, most of all. 
fun.” 

Dr. Baxter believes it is not enough 
that teachers know and love their sub- 
ject matter; he insists they should also 
have a high sense of obligation about 
the way they present it. The professor 
often injects unpredictable asides in 
class, which are generally quoted and 
requoted on the campus. But woe to the 
student who thinks he is an easy-going 
teacher. The initiated know and fear 
him as a driving perfectionist and a 
hard grader. Yet his rigorous assign- 
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Award-winning Dr. Frank Baxter 
proves that television and education 


make strangely popular bedfellows 





Box office professor 


ments are an exciting adventure, not a 
chore. One student said, “Two courses 
with Baxter cost me a cum laude. But 
they were worth it.” 

Dr. Baxter’s tecliniques of telecasting 
vary not a jot from his classroom teach- 
ing. He even carries his simple home- 
made props from his classroom to the 
studio—some maps of old London, a 
beautiful replica of Shakespeare’s 
Globe Theatre and littie hand-carved 
figures to show the flow of characters 
on and off stage. He has carved some 
300 of these. 

Since Dr. Baxter never rehearses or 
uses a script, his television viewers 
share in his twinkling spontaneity. 
Once, in the reading of Romeo and 
Juliet, the professor interpolated, “Now 
Romeo is moody and depressed, is suf- 
fering exquisitely. Truly, there are few 
delights greater than an unrequited 
love.” Then, characteristically, he 
baited people into using their own 
judgment. “On the stage,” he said, 
“Juliet too often is played as a solemn, 
sad little victim of life, greatly in love 
but doomed, humorless and _tragic- 
minded. Can you make out a case for 
her as a witty and articulate girl—a 
lady who is any man’s match at con- 
versation?” 

The mail shot up. People liked being 
asked to think, to form their own opin- 
ions. Dr. Baxter once jubilantly told his 
tv audience, “Some of you who listen 
disagree with me violently. I think this 
is magnificent. No two men ever bring 
to literature the same apparatus of un- 
derstanding.” He emphasizes, “All I 
can do is open doors. It’s up to you to 


(Continued on page 111) 




















he more television sets there are in 

a home, the more set-usage there 

should be, for, as The Pulse, Inc., con- 

cludes from a recent study, viewing is 

becoming a matter of individual, per- 

sonal choice. In short, everyone wants 
to choose his own program. 

Yet, The Pulse staff uncovered some 
interesting aspects of viewing habits 
when it compared the tv audience in 
one-set homes with that in homes 
equipped with two or more receivers. 
The differential in set-usage varied— 
and varied markedly—according to 
the time of day. 

But even before that, the survey, con- 
ducted in May exclusively for TELE- 
VISION AGE, uncovered another notable 
point. Considering multiple-set viewing 
in the metropolitan New York area, the 
study revealed that the homes equipped 
with more than one receiver have in- 
creased sharply. The Pulse reports that 
about 20 per cent of the area’s tv 
homes now contain more than one set. 
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That compares with only 13.6 per 
cent as of last August (“Multiple-set 
Homes,” Tv AGE, October 1955). A 
similar project conducted in San Fran- 
cisco last October (“Maultiple-set 
Homes: San Francisco,” Tv AGE, De- 
cember 1955) indicated the percentage 
there was about 5.7. 


> 


Difference in Time 


And, as noted above, it depends on 
the time of day as to how many of the 
sets in one home are turned on. Even 
a cursory look at the programming 
day, hour for hour from 7 a.m. to mid- 
night, points up the difference (see 
table 1). 

Although the audience-size is rela- 
tively small between 7 and 8 a.m., as 
compared with the audience between 
9 and 10 p.m., the difference in sets-in- 
use between the one-set and the two-set 
homes is about the same for both 
periods. The differential at 7-8 a.m. is 
1.2, while it is only 1.1 for the 9-10 





p-m. period. 

That may stem from two different 
things. 

The first, in essence, may be that the 
number of people who are going to 
watch television at those periods is 
fairly constant; having an extra set in 
the house may not notably increase the 
family’s viewing habits. Yet there is an 
obvious difference in audience-size be- 
tween the two periods. 

The other possible cause may be 
programming. At 7 a.m., for instance, 
the low differential may only indicate 
that programming is not vastly differ- 
ent from one channel to another. As a 
result, the family that tunes in to tv at 
that hour will have minimum disagree- 
ment as to which channel to watch. 

The latter assumption does not hold 
at the peak viewing time of 9-10 p.m. 
when there is, especially in the New 
York market, a wide variety of pro- 
grams from which to choose. Yet, at 
this time of greatest selection, the dif- 




















ferential in set-usage is just as slight 
as it is in the early morning. There- 


fore, heden-paathe fair sseumption = ony Homes using television in I-set and 2-set Tv homes, 
the differential is not the result of either 


; : , Monday-Friday 
programming or audience-size, but of 


something else entirely. I-set —-2-set I-set —-2-set l-set —-2-set 
Is there any time-pattern to the dif- 


New York Tv, May 1956 


: art 12:00 nn 19.0 21.0 6:00 pm 33.0 38.5 
ferentials? Take a look at the figures 6:15 a. -.. 12:15 19.9 215 6:15 33.9 39.0 
themselves: from 7 to 8 am., the 6:30 12:30 18.9 200 6:30 33.0 42.0 


difference in television-usage between 6:45 1 : 12:45 195 195 
one-set and two-set homes is 1.2. From 
8 to 9 a.m., the differential rises to 4.1, 
a notable increase. From 9 to 10 a.m., 7: 
it recedes again to 2. 

Says The Pulse report, mentioning 
results of the study in general, “In the 
early morning, from 7 to 10 a.m., the 
difference is larger than the difference 
during the rest of the daytime from 
10 a.m. to approximately 4 p.m. This 
suggests that men and children, before 


6:45 33.9 42.5 


00 am 3.4 4.5 7:00pm 31.2 38.0 
15 4.2 5.5 1:15 16.9 16.0 7:15 33.0 39.5 
7:30 5.0 6.0 1:30 16.4 16.0 7:30 47.6 50.0 
7:45 5.6 7.0 1:45 17.0 16.5 7:45 49.2 50.5 


1:00pm 17.1 17.0 


8:00am 12.8 15.0 2:00 pm 19.1 18.5 8:00 pm 67.3 69.5 
8:15 13.0 16.5 2:15 195 19.0 8:15 66.1 69.0 
8:30 13.4 18.5 2:30 22.0 215 8:30 674 69.5 
8:45 144 200 2:45 216 215 8:45 67.2 68.5 


9:00am 14.4 17.0 3:00 pm 24.4 24.0 9:00 pm 66.0 68.0 























9:15 144 165 3:15 25.0 255 9:15 65.6 67.0 
New York Tv, May 1956 9:30 15.0 17.0 3:30 25.0 275 9:30 65.8 67.0 
Average quarter-hour homes 9:45 144 16.0 3:45 24.9 27.0 9:45 65.3 65.0 
using Tv 10:00am 18.2 185 4:00pm 226 27.5 10:00pm 63.3 63.0 
by I-set and 2-set homes, 10:15 181 185 4:15 223 27.0 10:15 626 620 
Monday-Friday 10:30 168 175 4:30 256 29.5 10:30 540 60.0 
]-set 2-set 10:45 16.9 175 4:45 26.3 31.0 10:45 53.7 57.5 
pie va = h + 11:00am 17.4 17.0 5:00pm 31.1 380 11:00pm 403 45.0 
9.10 14.6 16.6 11:15 17.0 16.0 5:15 30.6 38.5 11:15 24.2 30.5 
10-11 175 18.0 11:30 16.8 16.0 5:30 324 40.0 11 230 19.1 200 
11-12 16.8 16.3 11:45 16.0 16.0 5:45 32.9 41.0 11:45 15.1 26.0 
12nn-lpm 19.3 20.5 
1-2 16.9 16.4 going to work and to school, have an Then, for early afternoon, the dif- 
2-3 20.6 20.1 opportunity to turn on the second ferential is quite constant, as it is in 
3-4 24.8 26.0 set.” the morning. From 1-2 p.m., it 1s only 
4-5 24.2 28.8 In fact, the differentials for the rest .5 and it remains there for the next 
5-6 31.8 39.4 of the morning remain quite constant. hour as well. Between 3 and 4 p.m., 
From 10 to 11 a.m., the difference is it rises again, but goes no higher than 
6-7 pm 33.5 40.5 only .5—very slight—and it remains it did at noon, hitting only the 1.2 
7-8 40.3 44.5 the same from 11 a.m. to noon. Dur- __ level. 
8-9 67.0 69.1 ing the noon hour, it jumps, as would But then a great change occurs. The 
9-10 65.7 66.8 be expected, but does not rise to any _ differential rises acutely to 4.6 from 
10-11 58.4 60.6 significant level. It is about 1.2 at that 4-5 p.m., the time, coincidentally, when 
11-12 24.7 32.6 time when some of the family may be __ the children return from school. Clear- 
home for lunch. (Continued on page 124) 





Pulse survey compares viewing habits 
in single-set families with those where 
there are two or more receivers 
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Don’t wait! 
Call Lou Simon, 
KPIX Sales Manager, at Prospect 6-5100 
or A. W. “Bink” Dannenbaum, WBC 
General Sales Manager in New York, at MUrray Hill 7-0808. 


In San Francisco... No selling campaign is complete without the WBC Station — 


KREIS ......5 


G6® WESTINGHOUSE BROADCASTING COMPANY, INC. 
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Newsfront (Convd jrom page 43) 


and a handful of away contests, are 
29,082 ahead of 1955, with a total of 
676,638. 

The Washington Nationals are mak- 
ing another poor showing this season, 
and their attendance reflects it. The 
gate has registered 241,800, off 14,767. 
The Nats televise about 24 home and 
30 away games. 

The Chicago White Sox and the 
Cleveland Indians, the teams closest to 
the front-running Yankees at the time 
of the survey, have gained in attend- 
ance, as compared with last year. The 
White Sox are 78,011 ahead and are 
telecasting 54 home games, and the 
Indians are 17 customers to the good 
and are giving tv coverage to 34 home 
and 26 away contests. 

The three other teams in the Ameri- 
can circuit registering a decline are the 
Boston Red Sox (21,820), Detroit 
Tigers (18,033) and Baltimore Orioles 
(64,382). The Red Sox are telecasting 
about 32 home and 19 away games; the 
Tigers 26 home and 19 away, and the 
Orioles 28 home and 33 away. 

One thing appears evident in examin- 
ing attendance, league standings and 
the extent of tv coverage. Where the 
team, from the standpoint of competing 
for the public’s entertainment dollar, is 
offering a good show, attendance is 
improving. In these cases, television 
can only help to spread the excitement. 
Where the club is making a dismal 
showing, television can help keep a 
continuity of interest in the club, while 
at the same time bringing in money 
for the rights. 


WORLD SERIES RIGHTS. The im- 
portance given tv coverage of baseball 
by advertisers and the tv industry is 
underlined with the announcement that 
NBC has bought the tv and radio 
rights to the World Series and All-Star 
game for $16,250,000. The contract, 
spreading over five years beginning in 
1957, represents a three-fold increase. 
Broken down, the rights to these 
classics will amount to $3,250,000 a 
year, as compared with the previous 
pact, negotiated in 1951, that set the 
annual price at $1,150,000. 

Gillette Safety Razor Co., long-time 
sponsor of these events, will again be 
selling its wares on these shows through 

(Continued on page 90) 











Westinghouse and the Conventions 
By ROGER BOLIN 


Manager, General Advertising, Westinghouse 


In sponsoring the telecasts of this summer’s political conventions 
over CBS, Westinghouse will undertake a job of selling which I believe 
is unprecedented in the history of communications. 

Our purpose will be, of course, to sell our products, big and small, 
to the industrialist as well as to the housewife. But beyond that, we 
shall aim to show the corporate scope, the ambitions and the progress 
of Westinghouse. 

The convention drama on the television screen will divert much 
of the nation for 14 intense days in August. In 1952 an intermission 
of a week came between the two conventions, but this year they are 
back-to-back. This brings up complications, of course, but it also 





Mr. Bolin, facing camera, reviews a Westinghouse convention 


commercial. 


offers a unique opportunity to spread across the television screen 
before a consistent audience the big picture of an American corpora- 
tion in action, a panoramic presentation of Westinghouse at work. 

The convention “show” of 1956 provides a stage big enough to 
present, through our filmed commercials, the submarine Nautilus at 
sea, with iis reactor built by Westinghouse for the Atomic Energy 
Commission and the Navy. We will show action on an assembly line 
where Westinghouse control centers steer parts into a finished auto- 
mobile. We will display Westinghouse equipment in a hospital guard- 
ing lives and implementing the battle against death and disease. 

Viewers will see action in the oil fields of the southwest, in a paper 
mill in the northwest, on the flight deck of the carrier Forrestal, in 
the New York subway during rush hour, in a high-voltage laboratory, 
at a guided-missile site, in a flour mill and a steel mill, in automobile 
plants and a food-processing plant, in a wind tunnel and in the radio 
station of a world-wide network. 

Westinghouse makes thousands of products that, directly or in- 
directly, influence the lives of every citizen of the land. This is a big 
story to tell, a story of industry at work, of research and automation, 
of electrical power, of new inventions, of the unceasing efforts of our 
company to insure the national defense while producing more goods 
and more conveniences for a booming population. And it is a story 


uniquely suited for television presentation—with a vehicle guaranteed 
(Continued on page 120) 
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Newsfilm gets on top of it !. 
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Wherever there’s news breaking, 
Newsfilm gets there fast! Its more 
than 250 camera correspondents 
around the globe provide the sort of 
world-wide as-it-happens news 
coverage that stations using other 


syndicated services seldom see. 


And Newsfilm has another major 
advantage: it’s the only news service 
produced exclusively for television 
stations. From start to finish, it’s shot 
and scripted exclusively for station 
use, so it suits stations’ and sponsors’ 
needs to a T. Here’s what long-time 
sponsor Eddy’s Bakery, Boise, says. 
Writes manager C. A. Beavers: “Our 
use of Newsfilm has been a practical 
and profitable association ever since 
KBOI-TV started telecasting in 1953... 
our only advertising used consistently. 
Since then we’ve enjoyed consistent 
business increases... a substantial 
increase in 1955 over 1954 and a 
similar increase for 1954 over 1953. 
What’s more, this increase carried 
over into 1956. We also note high- 
volume, immediate response to the 
special promotions that we’ve run 


in connection with Newsfilm!” 


Newsfilm, a product of CBS News, is 
available to all stations. Contact... 


CBS Television 
Film Sales, Inc. 


New York, Chicago, Los Angeles, Detroit, Boston, 
San Francisco, St. Louis, Dallas, Atlanta. In Canada: 
S. W. Caldwell, Ltd., Toronto 














Film Sales 


=: those syndicators who wail that 
the syndicated market is shrink- 
ing, Leslie Harris, vice president and 
general manager of CBS Television 
Film Sales, states, “It just isn’t true. 
There is plenty of station time avail- 
able.” 

Mr. Harris points to the 5 to 7 p.m. 
period as a still-untapped potential for 
syndicated sales. “These two hours,” 
he says, “are local time in the great 
majority of cases, and stations are 
faced with the problem of providing 
their own programming. CBS Tele- 
vision Film Sales conducted a survey 
analyzing these two hours and found 
that syndicated film was the over- 
whelming favorite in pulling audiences. 
If we could fill those hours all the 
way across the country, the programs 
currently available wouldn’t be suf- 
ficient to supply the need.” 


Survey of 40 Stations 
The CBS Television Film Sales sur- 


vey, which covered more than 40 sta- 
tions in a cross-section of U. S. mar- 
kets, showed the following: 

The bulk of the 5 to 7 p.m. period 
—59.5 per cent—is filled with local 
live shows. Network programs account 
for 22.5 per cent of the time. And 
syndicated film — generally westerns 
and other programs of primary appeal 
to children—fill the remaining 18 per 
cent. 

The survey further revealed that the 
ABC network’s Mickey Mouse Club 
pulled the highest ratings, but syndi- 
cated programming ran a strong sec- 
ond. Significantly, by following Mickey 
Mouse with syndicated westerns and 


Boy in trouble in Interstate’s The 
Little Rascals. 
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other adventure film series, stations 
kept a high rating level. When followed 
with local programming such as news, 
sports and musical shows, rating drop- 
ped drastically. For instance, in At- 
lanta, Mickey Mouse Club is followed 
every day by a different children’s 


syndicated adventure film. In Cincin- 


nati, the station programs the post- 
Mickey Mouse slot with various five- to 
15-minute shows ranging from political 
programs to musical varieties—with 
the following results: 


Mickey Mouse Following 
Mon-Fri. Club program 


Atlanta 14.6 16.4 
Cincinnati 13.8 1.9 


In Baltimore, the CBS survey found 
that children seem to follow a set pat- 
tern in their viewing. But it is also 
possible with the proper (syndicated) 
vehicle to make a few shifts in the 
habits of the young viewing block. The 
Mickey Mouse Club in Baltimore gets 
a 14.3 rating, with the following pro- 
grams averaging a 2.2. However, on 
Thursday, when a syndicated western 
follows, it gets a 5.8 as compared to a 
1.3 for the other four days’ program- 
ming. Broken down another way, the 
percentage of the audience staying 
with the station following Mickey 
Mouse are: Monday, 14.4 per cent; 
Tuesday, 9.2 per cent; Wednesday, 3.2 
per cent, Thursday (for the syndicated 
western), 47.5 per cent and Friday, 
7.7 per cent. 


Syndicated Films 


CBS TELEVISION FILM 
SALES, INC. 


Amos ’n’ Andy 
wrep-ty Chattanooga, Amos ’n’ Andy Buick 
Co.; wyw-tv Cleveland; kiry-tv Lafayette; 
WEAR-TV Pensacola, Echol’s Furniture; wrcv- 
tv Philadelphia; wrvr Tampa, Williams 
Bros. Auto. 
Gene Autry 
Kcop Los Angeles; KooL-tv Phoenix, Wil- 
liam Wrigley. 
Brave Eagle 
KRNT-TV Des Moines; KNxT Los Angeles; 
wr1x New York. 
Buffalo Bill 
KotTa-Tv Rapid City, Fairmont Foods. 
Fabian of Scotland Yard 
wr1x New York. 
The Files of Jeffrey Jones 
KosA-TV Odessa, Tex. 
Long John Silver 
KRON-TV San Francisco. 

(Continued on page 64) 





Accidents 


... BUT NOT ON FILM! No sir, 
you'll ‘‘air’’ no fluffs, no goofs, no 
flips, no slips when you use film... . 
spot retakes take care of these. 
And, what's more; you'll be able to 
pre-test your opus—show it as you 
like it to selected audiences... get 
thei reactions at relatively low cost. 
also, you'll enjoy advantages in 
expert programming, deeper cover- 
age, wider scope material! Yes, it’s 
wise — and economical —to USE 
EASTMAN FILM. 


For complete information write to: 


Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N.Y. 








West Coast Division Midwest Division 
6706 Santa Monica Blvd. 130 East Randolph Drive 
Hollywood 38, Célifornia Chicago 1, Illinois 


or W. J. GERMAN, INC. 
Agents for the sale and distribution of Eastman Professional 
Motion Picture Films, Fort Lee, N. J.; Chicago, Ill; Hollywood, Calif. 
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BEIM (Continued from page 62) SERVICE KswM-Tv Joplin; KFEQ-tv St. Joseph, Mo.; as 
‘ wMrp Wilmington, N. C. = 

Annie Oakley Telenews Daily Royal Playhouse 5 

WATE-TV Knoxville, Carnation; WHEN-TV wekt-tv Miami. woEF-tv Chattanooga; Kvoo-Tv Tulsa. 

Syracuse. This Week in Sports Western Features 

Range Rider witv Ft. Lauderdale. wBKB Chicago; KRNT-TV Des Moines; ww3- 

wLw-t Cincinnati; KLz-tv Denver, American tv Detroit; wsav-Ttv Savannah; WTRF-TV 

Beauty Macaroni; Kcop Los Angeles. INTERSTATE TELEVISION Wheeling. 

San Francisco Beat CORPORATION 

KMBC-TV Kansas City; wrec-Ttv Memphis; NBC TELEVISION FILMS 

wnuc-ty New Haven, Socony Mobile Co.; Ethel Barrymore Theatre 


Badge 714 


wosu-tv New Orleans, Progresso Foods. WDEF-Tv Chattanooga; KFBC-tv Cheyenne; Chi C Cini: Cond eae 

wasp New York; KFEQ-TV St. Joseph, Mo.; shicago; Corpus Christi; Grand Junction; 
bina ge = sll a . wttc Washington. , ‘ Kearney, Neb.; Idaho Falls; Lincoln; Sag- 
—_ Y ‘wt WFIE-TV Evansville; WOR-TV Saintes inaw; San Antonio; San Diego; Toledo. 
New York. 
The Whistler wen-tv Chicago; wctv Thomasville, Ga. seneres . Wheat 

; : apid City; Syracuse; Wheeling. 

wu10-tv Dayton, Liberal Markets; xrnt-tv Little Rascals Comedies : pic Np — e g 
Des Moines; KaBc-tv Los Angeles; KOSA-TV KTEN Ada, Okla.; wmt-tv Cedar Rapids; runcn ang Les 
Odessa, Tex. KDAL-TV Duluth; wyrm-tv Lansing. Albany; Buffalo; Dothan; Eldorado; Law- 


ton; Rapid City; Rockford, Il. 


Dangerous Assignment 

Davenport; Dothan; Eldorado; Pueblo; 
Wheeling. 

Adventures of the Falcon 

Bluefield, W. Va.; Idaho Falls; Meridian. 
Miss.; Rapid City; Shreveport; Wheeling; 
York. 

The Great Gildersleeve 

Bangor; Buffalo; Corpus Christi; Eldorado; 
Harrisburg; Lawton; New Haven; Pueblo; 
Wheeling; York. 

His Honor, Homer Bell 

El Paso; Harrisburg; Idaho Falls; Pueblo; 
Rapid City. 





























Hopalong Cassidy 
Albuquerque; Birmingham; Fresno; Johns- 
town; Montgomery; Wheeling; Youngstown. 
Inner Sanctum 
New Britain; Rapid City; Wheeling. 
Paragon Playhouse 
El Paso; Harrisburg; Lawton; Rapid City; 
Sacramento; Wheeling. Bi 
Life of Riley - is 
Butte; Cedar Rapids; Decatur; Enid; Great 
| Falls; Hutchinson; Idaho Falls; Kansas of 
i City; Kearney; Los Angeles; Minneapolis; 
j Oklahoma City; Omaha; Pittsburg; Seattle; Sc 
Springfield. si 
Steve Donovan, Western Marshal 
FOR A HAPPY PRESENTATION Beaumont; Butte; Champaign, IIl.; Colum- p 
bia, Mo.; Eldorado; Idaho Falls; Johnson I 
The joy of accomplishment is a universal happiness. City; Kansas City; Lawten; New Orleans; “ 
Especially in the case of a film which is your creation, born Pueblo; Rapid City; Wheeling; York. 
' out of hard work and careful planning. Victory at Sea liv 
: Because Precision’s staff of specialists adds its own wy Bangor; Davenport; Eldorado; Enid; New c 
| creative efforts to yours by the use of specially designed York; Springfield, Mass.; Wheeling; York. > é 
| equipment, and by careful handling and intelligent timing — . Pes He 
you might say we are fellow creators, working with you The Visitor . 
to bring out all you’ve put into the original .. .Yes, Atlanta; Bakersfield; Boise; Chicago; Day- se 
and maybe more! ton; Eugene; Harrisburg; Pueblo; Rapid 
Ga, when yon tare these Shin detente fate City; Redding, Calif.; Reno; St. Louis; We 
realities, be sure to call upon Precision for the accurate, sound York. 
and exact processing your films deserve. ‘ qu 
Remember: Precision is the pace-setter in processing NATIONAL TELEFILM 
of all film. No notching of originals—scene to scene 7 J 
color correction, optical track printing, ASSOCIATES, INC. pA 
all are the very best... 35mm service, too! Cardinal Features on 
wtri-tv Albany; waAFs-Tv Baton Rouge; 0 
wosu-tv New Orleans. y 
Combat Sergeant 
T | a = 
New York. 
Fabulous Forty i 
wtri-tv Albany; Kvpo-tv Corpus Christi; 
KRop-Ttv E] Paso; wrMy-tv Greensboro, N. 
FILM LABORATORIES, Ine. C.; wima-tv Lima; wWKNxX-Tv Saginaw. 
21 West 46th Street, New York 36, New York PC Features 
ciciiesiaibied 3: ac anedian. ase waFs-Tv Baton Rouge; wNBQ Chicago; wpsv- 
tv New Orleans; wWEEK-TV Peoria; WJAR-TV 7" 
Providence. 
in everything, there is one best .. . in film processing, It's Precision Theatre With Lilli Palmer i 
(Continued on page 68) ae 
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[AURICON 


| {6mm DUAL-PURPOSE 


| KINESCOPE CAMERAS 


GET THE SHOW OWN THE AIR FOR 


VIDEO(yJVIEW_L 


Bradley Kemp, President of Video View, Inc., Hollywood, California, 
is one of the Nation’s largest producers of quality Kinescope films 
of major television programs—all recorded with Auricon 16mm 
Sound-on-Film Dual-Purpose “Super 1200” Cameras, using Televi- 
sion Transcription “TV-T” Shutters. 





Programs produced include weekly Kinescopes of the Gillette 
“Cavalcade of Sports” Professional Boxing Matches. which originate 
live over the NBC Network, and are filmed with Auricon “TV-T” 
Cameras for rebroadcast over Television Station KONA, Honolulu, 
Hawaii. The World Series Baseball Games are Kinescoped each 
season by Video View, and two Auricon “Super 1200” Cameras 
working in relay, devour 8000 feet of film each day, producing 
quality Kinescopes with dependability. 


Auricon 50 ft. Kinescope “TV-T” Demonstration Films are available 
on loan to TV and Educational Film Producers. Please request on 


your letterhead. 
[apie 
AURICON 


A PRODUCT OF 


S83 No. Manstielid Ave. 
Hollywood 38, Calif. 


HOlLlIlIywood 2-o09331 































“in Kinescope filming, you’ve got to be right the 
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FEST? SUNBET BLVD... HOLLYWOOD 46. CALIF. 


Berndt-Bach, Inc., 
6900 Romaine Street 
Hollywood 38, California 


Gent lemen: 


We want you to know how pleased we are with the performance of our 
Auricon "Super 1200*° Kinescope Cameras. 


During a 24 month period, we have delivered more than one million 
feet of Kinescope film, for delayed re-broadcasting, sponsor and 
advertising agency use, without losing a single foot of film! 

The Kinescope films we produce of major television programs, demand 
highest quality picture and sound, and we are glad that our work 
is always considered to be excellent, thanks in great part to our 
Auricon Equipment. 


In Kinescope filming you've got to be right the first time! 
There’s never a chance to go back and do it over. In our opinion, 
Auricon Super 1200 "TV-T* Cameras are the best bet for quality 
Kinescope recording - with dependability. 


Sincerely yours, 
VIDEO VIEW, INC., 
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“ 
BRADLEY KEMP SAYS... -e- 
first time! In our opinion, Auricon Super 1200 we 

“TV-T” Cameras are the best bet for quality 

Kinescope recording — with dependability.” 


USE AURICON “TV-T’ KINESCOPES FOR: 


+x Delayed Re-broadcasting 
+« “Off-the-Air” film checks 
+ Sponsor presentations 


+ Pilot Kinescopes 
+ Show-case films 
+« Film Library 


Auricon Cameras are sold with a 30-day money-back guarantee. 
You must be satisfied! Write for free illustrated Auricon Catalog. 






SOUND RECORDER 


$269.50 $3359.00 


EQUIPMENT SINCE 1931 









We 


i? 


MI 


‘DR HUDSON SECRET 


: BY LLOYD C. DOUGLAS 
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By demand from 10,000,000 enthralled viewers! 
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based on the best-selling book that has 


: become T'V’s best-selling film series 
| JOURNAL RATINGS 


Just what you'd expect for a Lloyd C. Douglas series — 
fantastic! Show is ‘‘Number 1" of all syndicated series in 
the U.S.* four straight months! Also Number 1 month after 
sensational month in Chicago, Atlanta, Minneapolis-St. Paul, 
St. Louis, Denver, Milwaukee, Omaha, San Antonio. ‘‘Top 
Ten" everywhere! Latest ARB's and Videodex: Chicago 35.4, 
Denver 38.6, Milwaukee 38.0, St. Lovis 31.4, Omaha 37.5, 
Pittsburgh 42.8, Albany-Troy 42.1, Boise 45.2, Miami 43.0, 
Roanoke 31.3, Detroit 21.8, Mobile 36.9, Pueblo 46.2, 
Minneapolis 19.8, Duluth 35.0, Houston 27.4, Oklahoma 
City 32.7, Albuquerque 33.3, San Antonio 29.8, Cleveland 
19.8. Have you ever seen better? 

*Videodex 274-market survey — Feb., March, April, May 1956 





RENEWALS 


90% already in! Renewed for another full year by Wilson & 

Company in 29 cities, and by Bowman Biscuit Company in 

17 cities. Renewed by Sears Roebuck for 78 weeks, by 

Meister Brau for 52 weeks, by Kraft Foods, Sun Drug Com- 

pany, Idaho First National Bank, Pate Oil Company, Stewart's 
' Bakeries, Delchamps Modern Food Stores. Sure indications, 
every one of them, that ‘Dr. Hudson's Secret Journal” is 
your greatest salesman too! 


es 78 half-hour films now available 





write... 


STAV 


i produced by 
Eugene Solow 
and Brewster Morgan 
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wepo-tv Cincinnati; wasp New York; Ksp- 
tv St. Louis; wrut-tv Terre Haute; wrtc 
Washington. 

TNT Package 

wtri-tv Albany; wars-tv Baton Rouge; 
wcax-Tv Burlington; Kvpo-tv Corpus Christi; 
KoA-TV Denver; KROp-tv El Paso; wWBAY-TV 
Green Bay; wrmy-tv Greensboro, N. C.; 
wosu-tv New Orleans; wecau-tv Philadel- 
phia; Kytv Springfield, Mo.; WHEN-tv Syra- 
cuse, 

20th Century-Fox 


Kos-tv Albuquerque; WBEN-TV Buffalo; KKTV 
Colorado Springs; weNns-tv Columbus; KTVH 
Hutchinson; wtvsy Miami; wkKNsB-tvy New 
Britain; watv New York; wrar-tv Norfolk; 
KPHO-TV Phoenix; WJAR-TV Providence; 
KHQA-TV Quincy; Ksp-tv St. Louis. 


RKO TELERADIO PICTURES, 
INC., FILM DIVISION 


Gangbusters 


weuF-tv Buffalo; wraa-tv Dallas; wFBM-TV 
Indianapolis. 


17 Feature Films 


KENI-TV Anchorage; KFyYR-TV Bismarck; 
KKTv Colorado Springs; wicu-tv Erie; KFAR- 
tv Fairbanks; Ktvo Kirksville, Mo.; wKkst 
LaCrosse; KLFY-tv Lafayette; KpLc-tv Lake 
Charles; wrvy Miami; xrsp-tv San Diego; 
— Springfield, Mo.; wuiz-tv Zanes- 
ville, 


30 Feature Films 

KFyR-TV Bismarck; wicu-tv Erie; WHP-TV 
Harrisburg; Ktvo Kirksville, Mo.; wkst La- 
Crosse; KTTS-Tv Springfield, Mo. 


SCREENCRAFT PICTURES, INC. 
Judge Roy Bean 


wnBQ Chicago; wasp New York; KBET-TV 
Sacramento; KVOA-Tv Tucson; KRGV-TV Wes- 
laco. 


The Mickey Rooney Show 


Koat-tv Albuquerque; Kipo-Tv Boise; KJEO- 
tv Fresno; kttv Los Angeles; wasp New 
York; KPHO-TvV Phoenix; KLor-tv Portland, 
Ore.; KBET-TV Sacramento; KTvT Salt Lake 
City; Krsp-tv San Diego; KxLy-tv Spokane; 
KVOA-TV Tucson. 


SCREEN GEMS, INC. 
All Star Theatre 


K¢Nc-Tv Amarillo; wss-tv Atlanta; wcsc-Tv 
Charleston, S. C.; wesH-tv Daytona Beach; 
KLz-tv Denver; WJHL-tTv Johnson City, Inter- 
state Life & Accident Insurance Co.; Mobile, 
Interstate Life & Accident Insurance Co.; 
KOOL-Tv Phoenix; Kota-tv Rapid City, First 
Federal Savings & Loan Assoc. and Kenecht 
Lumber Co.; Kroc-tv Rochester, Minn. 


Big Playback 
KENI-TV Anchorage; KFAR-TV Fairbanks; 
wrtar-Tv Norfolk, Lake Shore Construction 


0. 

Celebrity Playhouse 

Kiz-Tv Denver; KDAL-tv Duluth, Ist Amer- 
ican National Bank; Little Rock, Interstate 
Life & Accident Insurance Co.; WNHC-TV 
New Haven, Ronzoni Macaroni Co., Inc. and 
Savarin Coffee; wrca-tv New York, Ronzoni 
Macaroni Co., Inc. and Savarin Coffee; 
KOOL-TvV Phoenix; KoTa-tv Rapid City, Ist 
Federal Savings & Loan Assoc. and Kenecht 
Lumber Co.; wHam-tv Rochester, N. Y., lst 
Federal Savings & Loan Assoc. of Rochester; 
KELO-Tv Sioux Falls, Conoco; wctv Thomas- 
ville, Ga., Interstate Life & Accident Insur- 
ance Co. 


Damon Runyon Theatre 
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Girl in trouble in Teleradio’s Gangbusters. 


KLz-tv Denver; wasc-tv New York; KOOL- 
tv Phoenix. 

Feature Pictures 

KENI-Tv Anchorage: wsB-Tv Atlanta; wWCHs- 
tv Charleston; weau-tv Eau Claire; KFAR- 
tv Fairbanks; KFeB-tv Great Falls; wMaz- 
tv Macon; wisc-tv Madison; WCBS-TV 
Miami; wrmj-tv Milwaukee; wtap-tv Park- 
ersburg; WTVH-Tv Peoria; KTLY Portland, 
Ore.; WFLA-TV Tampa; KDWwI-Tv Tucson; 
KING-TV Seattle; wspa-Tv Spartanburg, S. C.; 
WHYN-TV Springfield, Mass.; wTAp-Tv Zanes- 
ville. 

Jet Jackson 


Koat-tv Albuquerque; WEAU-tTv Eau Claire; 
wisc-tv Madison; KcsBp-tvy Lubbock; KVIP 
Redding, Cal.; ksta Shreveport. 

Jungle Jim 

wrep-tv Chattanooga, Six Dairies; WeR-TV 
Buffalo; weau-tv Eau Claire; wyHL-tv John- 
son City; KTac Lake Charles, Charles Food 
Stores; Kcsp-tv Lubbock; wecktr Miami; 
wosu-tv New Orleans; Kvip Redding, Cal. 


Patti Page Show 


wnac-tv Boston; wstv Charlotte, N. C., 
Eckerd’s Drug Stores; wis-tv Columbia, S. 
C.; Kvpo-rv Corpus Christi; KAtv Little 
Rock; wrmj-tv Milwaukee; wecss-tv New 
York; wxeEx-Tv Petersburg, Cinderella Clean- 
ers; KPHO-tV Phoenix; kvip Redding, Cal.; 
woBjJ-tv Roanoke; KSLA Shreveport. 


Tales of the Texas Rangers 
Kvpo-tv Corpus Christi, Robin Hood Cafe- 





Boy wins girl in Screencraft’s Judge 


Roy Bean. 


terias-Chicken Shack; weau-tv Eau Claire; 
wisc-tv Madison; Kota-tv Rapid City, Mills 
Drug Co., Kvip Redding, Cal.; KrtrTs-tTv 
Springfield, Mo., Consumers Warehouse 
Markets. 


Top Plays of 1956 
WJBK-TV Detroit; wisc-Tv Madison; WEAU-TV 


Eau Claire; kztv Reno; Tampa, Interstate 
Life & Accident Insurance Co. 


STERLING TELEVISION 
Cco., INC. 


Animal Adventure 

wast Birmingham. 

Bowling Time 

wakr-tv Akron; wsAv-TV Savannah; WMAL- 
tv Washington. 

Fearless Fosdick 


Keem-tv Albuquerque. 


Hollywood Preview 
KLoR Portland, Ore. 


Invitation Playhouse 
WNBF-Tv Binghamton, N. Y. 
Jungle 
wast Birmingham. 
King’s Crossroads 
wuH10o-tv Dayton. 
Lash Larue Westerns 
wyac-Tv Johnstown. 
Little Theatre 
KREX-TV Grand Junction. 
Movie Museum 
wtvp Durham, N. C.; ktsm-tv El Paso; 
waLa-tv Mobile, Facto-Bake Co.; KOMO-TV 
Seattle; wsJs-tv Winston-Salem. 
Music for Everybody 
KFBB-TV Great Falls. 
Public Prosecutor 
wwJ-tv Detroit. 
Sports Shorts 
watv Newark. 
Tales of Tomorrow 
KIEM-TV Eureka; KQTV Fort Dodge; KFBB-TV 
Great Falls; Kpwi-tv Tucson. 
Texas Rasslin’ 
wBRz-TV Baton Rouge. 
Vienna Philharmonic 
watv Newark. 
(Continued on page 70) 























Advertisement 


TV. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Using under suds photography, SARRA graphically demonstrates how Pink Liquid 
Vel actually floats grease off plates! This 60-second spot points up Pink Liquid Vel’s 
instant action and emphasizes how completely safe it is for delicate skins. The 
combination of live and stop motion gets and holds attention. Skillful presentation 
of Vel containers conveys strong product identification. Produced by SARRA for the 
COLGATE-PALMOLIVE COMPANY for Pink Liquid Vel, through the WILLIAM 
ESTY COMPANY, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





In this newest series of TV spots for the Pet Milk Company, SARRA packs 
every second with sell! Attractive shots of food in preparation whet the appetite, 
while the narrator delivers simple, easy-to-follow instructions. SARRA stresses the 
easy way of preparation with Pet Milk and emphasizes its great variety of uses. 
Attractive container and label displays in each commercial help drive home the sales 
message. Created by SARRA for the PET MILK COMPANY for Pet Milk, through 
the GARDNER ADVERTISING COMPANY. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


SARRA casts two lively, likable children, in this series of 1-minute commercials, who 
show how easy it is to use Aunt Jemima Pancake Mix. The viewer sees a pancake made, 
then tossed high into the air in a long, slow motion flip that demonstrates its lightness. 
Shots of fresh fruit, in alternate layers with pancakes, suggest delicious new uses 
for Aunt Jemima pancakes. Effective opening and closing package shots clinch sales. 
Produced by SARRA for the QUAKER OATS COMPANY, through J. WALTER 
THOMPSON COMPANY. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





In this pleasant and relaxed series of commercials, just completed for Tareyton 
Filter Tip Cigarettes, SARRA establishes powerful brand identity! Animated 
captions, a lilting melody and sharply contrasting tones provide a lively background 
for stop motion photography. Individual cirgarettes parade into packs, packs slip 
into cartons and cartons pile one on top of another for strong product identification 
and sales appeal. Created by SARRA for the AMERICAN TOBACCO COMPANY, 
through the M. H. HACKETT COMPANY. 
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New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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In the SPOTlight 


current productions making 
sales records 





Agency: D’Arcy Advertising Agen- 
cy—Chicago 
Standard Oil Co. of In- 


diana 
(correction of sponsor here from July issue) 


* Client: 





Agency: Young & Rubicam—Chi- 
cago 


Northern Paper Mills 
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Client: 





Agency: McCann-Erickson—New 
York 


Client: Standard Oil of New Jer- 





1037 N. Cole Ave., Los Angeles 38, Cal. 
Telephone Hollywood 5-5171 
New York Office: 135 East 50th St. 





Telephone Plaza 5-4807 
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STUDIO FILMS, INC. 


Studio Telescriptions Library 

KUAM-Tv Agana, Guam; wWaAFB-TV Baton 
Rouge; weEsH-tv Daytona Beach; WJHP-TV 
Jacksonville; wysac-Tv Johnstown; KMBC-TV 
Kansas City; wtvy Miami; KLIx-tv Twin 
Falls. 


Film Commercials 


ACADEMY PICTURES, INC., 
NEW YORK 


In Production: California Oil Co., Calso, 
BBDO; The Drackett Co., Dazy Air Fresh- 
ener, Ralph H. Jones; Shell Oil Co., JWT; 
The Nestle Co., Inc., DeCaf, D-F-S; Wild- 
root Co., Inc., hair tonic, BBDO; Colgate- 
Palmolive Co., shave cream, Ted Bates; 
Brown Shoe Co., Inc., Buster Brown, Leo 
Burnett; Ford Motor Co., cars, JWT; Proc- 
ter & Gamble Co., Jif-A-Roo, Leo Burnett. 


AMERICAN FILM PRODUCERS 


In Production: Bristol-Myers Co., Ipana, 


— 


| FILMACK STUDIOS 


| ers, 


| Inc., JWT; Converted Rice, Inc., 
Rice, 


Completed: Wyler & Co., lemonade mix, R. 
Jack Scott; American Broadcasting Co., 
Democratic Convention news coverage; 
Stouffer’s Frozen Foods, Wyse; Slotkowski, 
meat products, Rogers & Assoc.; Ball Bros. 
Co., Klick Seal Mason, caps & lids, Cava- 
naugh Morris; Kindel Furniture Co., Nor- 
man-Navan. 

In Production: Blatz Brewing Co., beer, 
K&E; Helzberg’s, middle west’s largest jewel- 
R. Jack Scott; Restonic Corp., mat- 
tresses, Dubin & Feldman. 


GEORGE BLAKE ENTERPRISES 


Completed: American Home Foods, Inc., 
Div., Chef-Boy-Ar-Dee spaghetti sauce, Y&R; 
P. Lorillard Co., Kent, Y&R; Gordon Bak- 
ing Co., Silvercup bread, Cunningham & 
Walsh; Revlon Products Corp., Silicare 
Dowd, Redfield & Johnstone. 

In Production: U. S. Brewers Foundation, 
Uncle Ben 
Ted Bates; Piel Bros., beer, Y&R; 
American Tobacco Co., Lucky Strike, BBDO. 


| SHAMUS CULHANE 


| Completed: Whitehall Pharmacal Co., 


| In Production: H. J. 
| mato & ketchup, Maclaren; 


PRODUCTIONS 


Div., 
Neet dipilatory, R&R; Bristol-Myers Co., 
Vitalis hair oil, DCS&S; Noxzema Chemical 
Co., skin cream, DCS&S; International Shoe 
Co., Poll Parrot shoes, Krupnick; The 
Quaker Oats Co., cereal, Wherry Baker & 
Tilden; General Mills, Inc., Cheerios, D-F-S; 
American Brewery, Inc., beer, VanSant Dug- 
dale. 

Heinz Co., chile, to- 
Bristol-Myers 
Co., Mum, DCS&S; Bristol-Myers Co., Ipana, 
DCS&S;  Theradan’ dandruff remover, 
DCS&S; Colgate-Palmolive Co., Halo, Carl 
Brown; Q-Tips, Inc., cotton swabs, Gum- 
| binner; Commercial Solvents Corp., Peak 
| anti-freeze, Fuller & Smith & Ross; Alu- 
minum Company of America, Alcoa, Fuller 
& Smith & Ross; U. S. Army, recruiting, 
D-F-S; Whitefield pickles, FitzGerald; Esso 
Standard Oil Co., gas & oil, Maclaren; U. S. 
Air Force, recruiting, &R; Remington 
Rand, Inc., typewriters, Compton. 


KENT LANE FILMS, INC. 


Completed: Paramount pickles, Fred Becker; 
| Glenmore Distilleries Co., Inc., vodka. 





In Production: General Electric Co., indus- 


trial design. 


REID H. RAY FILM 
INDUSTRIES, INC. 


Completed: Civilian Air Defense, recruit- 
ment; Minneapolis-Honeywell Regulator Co., 
recruitment of employees, FC&B; Deep Rock 
Oil Co., petroleum products, Winius-Bran- 
don; Penn Fruit Co., stamps, Campbell- 
Mithun; National Safety Council; Top Value 
Stamps, Campbell-Mithun; Charmin Paper 
Mills, tissue, Campbell-Mithun. 

In Production: Pillsbury Mills, Inc., cin- 
namon rolls, Campbell-Mithun; Deere & Co., 
farm equipment. 


SARRA, INC. 


Completed: Pet Milk Co., Gardner; The 
American Tobacco Co., Herbert Tareyton, 
M. H. Hackett; The Quaker Oats Co., Aunt 
Jemima, JWT; Bulova Watch Co., McCann- 
Erickson; The Seven-Up Co., Seven-Up 
Series, JWT; Colgate-Palmolive Co., Pink 
Liquid Vel, Wm. Esty. 


TRANSFILM, INC. 


Completed: P. Ballantine & Sons, beer, Wm. 
Esty; R. J. Reynolds Tobacco Co., Camel, 
Salem, Wm. Esty; 5-Day Laboratories, Dear 
Phoebe (opening & closing), Grey; Chem- 
ical Corn Exchange Bank, Doremus; Robert 
Hall Clothes, Frank Sawdon; Exquisite Form 
Brassiere Co., Grey; Radio Corporation of 
America, RCA Victor record albums, Grey; 
International Latex Corp., Playtex brassieres, 


FC&B. 
UPA PICTURES, INC. 


In Production: Piel Bros., beer, Y&R; Col- 
gate-Palmolive Co., Florient, Street & Fin- 
ney; Chrysler Corp., McCann-Erickson; Lig- 
gett & Myers Tobacco Co., Chesterfield, 
Cunningham & Walsh; Shulton, Inc., Old 
Spice products, Film Counselors; National 
Biscuit Co., Nabisco Macaroons, McCann- 
Erickson; General Motors Corp., Oldsmobile, 
D.P. Brother; Daily Mail, Benson; Schenley 
Industries, Inc., Dubonnet Wine, C. H. Hart- 
man; C. F. Mueller Co., spaghetti, Scheide- 
ler & Beck; Grocery Store Products, Foulds 
spaghetti, Clinton E. Frank; General Mills, 
Inc., Gold Medal Flour, D-F-S; Liebmann 
Breweries, Inc., Rheingold Beer, FC&B. 


VIDEO PICTURES, INC. 


Completed: National Institute of Rug Clean- 
ing; American Tobacco Co., Pall Mall, 
SSC&B; Carter Products, Inc., Rise, Arrid, 
SSC&B; Oldsmobile Div. of General Motors, 
cars, D.P. Brother. 

In Production: Glass Containers Institute. 


WILDING PICTURE 
PRODUCTIONS, INC. 


Completed: Standard Oil Co., Vaporlock, 
D’Arcy; Aluminum Company of America, 
irrigation pipe, Fuller & Smith & Ross; 
United States Steel Corp., Gary Celebration, 
BBDO; Ford Motor Co., JWT; Chas. Pfizer 
& Co., Inc., Leo Burnett. 











Calling All Color Stations 
“JOHNNY THE GIANT KILLER” 


69 minute feature ccrtoon in Technicolor 
Available now on library deal 


ATLANTIC TELEVISION Comp. 
130 West 46th Street, N. Y. C 




















Colortran Combination Kit 


PACKAGED LIGHTING—"A Studio in a Suitcase” 






Titler & Special Effects Kit 


FOR TOP PROFESSIONAL RESULTS 


Takes 


every 
popular 

movie 
camera 








Produces widest range of titles, trick films, cartoons, anima- 

tion, etc. Horizontal and vertical operation. Table adjustable 

north, east, south, west. Title board size 7g" x 94" with 
ing frame, overall dimensions 40” x 15” x 12”, weight 
Ibs. Complete with all accessories. 

@ Twin lomps with reflectors for front & rear illumination. 

@ Title card frame, platens at top and bottom. 

@ Distance scale for correct setting of camera lens. 

@ Running plus climbing title device for ge any number 
of title lines, turntable for rotating titles, small objects and 





5000 watts of light from an ordinary household fuse. Complete 
lines includes converters, spots, floods, scoops, diffusion frames, 
gator grips, stands, gobo haa etc. Also in packaged units 


many other purposes. such as the Groverlite Senior ~ Kit pan) Yr See 
Lites with Senior Converter and two stands of chromed stee 

MODEL TG II, 16mm $175 with column supports to prevent all “waver.” Packed in two 
MODEL TG III, 16mm 225 metal-wood cases that hold all units securely ‘9 position with 


web straps. Complete $265 
Other ColorTran Kits available. Write for Catalog 


MODEL TG IV, 16/35mm (illustrated) 325 
Write for brochure 


Body- 
Brace 


Camera 
Pod 











Process Your Own Films 


Saves Time and Money! 
Fully Automatic Self - Contained 
16mm Film Developing Machine 


BRIDGAMATIC Jr. does film processing oat 


small cost. A true one-man lab, requires no special 


Only 
$24.95 





The double support of S.0.S. Body-Brace Camera Pod 
—shoulder and body brace, provide extra steadiness, / skill, no rigging, no constant watching—simply plug 
comfort, and is absolutely non-slip. A vast improve- . . in and operate. ideal for Motion Picture Producers, 
ment over any present models. Your camera will Hydraulic Lift & Perambulator TV Stations, Laboratories, Photo Finishers, Micro- 
always be rock-steady, perfectly focused, ready for filmers, etc. Built-in drybox, heating elements, stain- 
instant shooting and your Dan, yen ‘far better. Permits high-action shots—quick wag ~~ accurate less steel tanks, air squeegee—develops and dries 
@ Makes it easy to take difficult angle or action eperetion. Reoches its fol W height of 16 ft. in less ready for showing 600’ positive, 180° $1095 
a 








shots—parades, flash shots, horse racing, basketball, n 40 seconds. Payloa Ibs. A.A. two men negative per hour; from 

track meets, bowling, etc. with equipment. Dual uP. on DOWN controls on plat- Larger capacity negative/positive, Reversal and 
@ Holds cameras with 200’ or 400’ mags. Fits cny form and base. Folds into a compact unit for easy Color models available 16/35/70mm standard or 
16-35mm movie or still cameras. storage. Smooth power supply — 110 V A.C. motor. custom built; from $1887 
@ Easily rtable, lightweight cast aluminum, wt. HY-CAM’‘s applications are limited only by your 

3% Ibs., folds compactly. Write for brochure. genuity. For complete information write for brochure. Write for brochure 





pi Fo, epartme nt a of the Whotion Zz tc ture Industry ” 


5.0.5. CINEMA SUPPLY CORP, vez sm room 9 0 


WESTERN BRANCH: 6331 Hollywood Boulevard, Hollywood 28, California -— Phone: HOllywood 7-9202 





August 1956, Television Age 7] 








surun, service evs Orn Eg 


AGILE CAMERA CRANE 





A new low-cost hydraulic camera 
crane featuring an aerial platform that 
supports a cameraman, his equipment 
and even an assistant has been an- 
nounced by S. O. S. Cinema Supply 
Corp. Called the Giraffe, it can take 
loads up to 450 pounds. 

The Giraffe is self-contained and 
operated independently of the truck or 
chassis on which it is mounted. The 
crane can be raised to heights up to 
40 feet in a few seconds. Foot controls 
on the platform leave the cameraman’s 
hands free for shooting or focussing. 





In commenting on the many uses of 
; Si Special brochures may be had from 
oe ee 2S ee See et. Gg eee Seid te, Bw Yok, 


or 6331 Hollywood Blvd., Hollywood 


- ze a‘ 8. 

around a movie lot. Set construction, . 

lighting maintenance, roofing, paint- TODARO LAB PURCHASE 

ing and many other overhead jobs can Purchase of Circle Film Labora- 


S. O. S., says: “When not on location 
for filming, it can do dozens of chores 





EVERYTHING 


FOR MOTION PICTURE AND TELEVISION PRODUCTION 





CAMART DUAL SOUND READER 


e Edit single and double system 16mm or 35mm optical sound! 

Edit single system Magnastripe or double system magnetic sound! 

e Use with any 16mm motion picture viewer to obtain perfect lip-sync matching of picture | 
to track! 

e Works from left to right or right to left! 

e@ Optical Model, $195.00 

e@ Magnetic Model, $185.00 








For descriptive literature, write Department T 


ue CAMERA MART... 


1845 BROADWAY (at 60th St.) NEW YORK 23, N. Y.+ Plaza 7-6977 « Cable: Comeromort 
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tories, Inc., New York, by Fred Todaro 
and the accompanying change in name 
to Criterion Film Laboratories have 
been announced. Mr. Todaro, who 
joined the firm in July 1955 as plant 
superintendent, is credited with being 
a pioneer in the processing of color 
motion-picture film and with having 
designed and engineered some of the 
basic equipment now used. 

One of the first steps to be taken by 
Criterion under Mr. Todaro’s man- 
agement is the enlarging of the roster 
of technicians in every department, the 
announcement says. 

“The function of Criterion . . . will 
be to furnish quick, personalized 
service for every type of film require- 
ment,” Mr. Todaro declares. 


EDIMAC EDITOR 
J. G. McAlister, Inc., Hollywood, 


has just introduced its new Edimac 
film editing machine that can run both 
16 mm and 35 mm sound and picture 
simultaneously. 

The new Edimac, described as “four 
editing machines in one,” will take 16 





mm film with 35 mm sound track, 
16 mm picture with 16 mm sound, 35 
mm picture with 16 mm sound or 
35 mm picture with 35 mm sound. The 
machine will also run 174 mm mag- 
netic. 


FILM INSURANCE 
At the June meeting of the National 
Television Film Council in New York, 


it was announced that a comprehensive 


(Continued on page 74) 
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* * . + 
FOUR STAR FILMS, INC. 


IS SETTING THE PACE 
FOR EXPANSION! 


Producing these half-hour television shows:— 


DICK POWELL—ZANE GREY THEATER 
HEY, JEANNIE 

FOUR STAR PLAYHOUSE 

ARIZONA AMES 

RICHARD DIAMOND—PRIVATE DETECTIVE 
CAVALCADE THEATER 

STAGE SEVEN 

STAR AND THE STORY 

MR. ADAMS AND EVE—FOR CBS 

and—l11 MORE IN PREPARATION 


FOUR STAR FILMS, INC. is owned by 
Dick Powell, David Niven, Charles Boyer 
and William Cruikshank. 


FOUR STAR FILMS, INC. 


Wn. A. Cruikshank, Pres. 


W. A. Tibbals, Vice Pres. 
EXECUTIVE OFFICES: 


141 El Camino Drive, Beverly Hills, California 


STUDIOS: 
9336 West Washington Boulevard, Culver City, California 


* * * * 
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. . - and more than 2 million 
people live in the ENTIRE 
area covered by KTNT-TV 


. -- and what's more— 


Only KTNT-TV has all five 


Of all the television stations in the. 


rich Puget Sound area of Washington 
State, ONLY KTNT-TV covers all five 
of the following major cities in its 
“A” contour: 


®@ Seattle @ Tacoma 
@ Bremerton 


@ Everett 
@ Olympia 
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““A*" contour area contains OVER HALF of the 
population of Washington State and accounts 
for OVER HALF the retail sales of the state. 








On Film (Continued from page 72) 


insurance policy is now available to 
film producers that will protect them 
against all risk, including any damage 
incurred at the laboratory. 


BIRCH FILMACK V.P. 

Appointment of Harry H. Birch as 
executive vice president of Filmack 
Studios, Chicago, has been announced 
by Irving Mack, president of the tv 
film-commercials firm. 

Mr. Birch, formerly chief camera- 
man and camera department head of 
WBBM-TV Chicago, is a native of Cali- 
fornia, where he started his filmmaking 
career. He later moved to Chicago and 
worked for such newsfilm weeklies as 
Pathe News and Fox News. Before 
joining WBBM-TV he was camera de- 
partment head of wBKB Chicago. Dur- 
ing the Twenties and Thirties, Mr. 
Birch had his own commercial film 
organization. 

Following Mr. Birch’s appointment, 
Mr. Mack also announced the opening 
of a new live-action studio. The facil- 
ities are located in the Filmack build- 
ing, 1327 S. Wabash Ave., with Mr. 
Birch in charge of live-action produc- 
tion. The new sound stage is equipped 
with 35-mm. cameras and Mole-Rich- 
ardson lights and includes such settings 
as permanent kitchen, 
room and office sets. 


living-dining 


QUARTET FILMS FORMED 

Four principals of Storyboard, Inc.’s 
west-coast office have announced the 
formation of a new film-commercials 
organization, Quartet Films, Inc. The 
announcement follows an earlier dis- 
closure that Storyboard is closing its 


west-coast office to concentrate on 
eastern operations (TV AGE, July 
1956). 


Quartet Films is headed by president 
Arthur Babbitt. Other members of the 
quartet are Arnold Gillespie, vice pres- 
ident and treasurer; Stan L. Walsh, vice 
president and secretary, and Les Gold- 
man, vice president in charge of pro- 
duction. 

The new firm is located at 8480 
Melrose Ave., Hollywood, utilizing the 
entire building formerly occupied by 
its predecessor. The changeover took 
place July 16. 








Dr ugs (Continued from page 53) 


vious quarter. Ted Bates & Co., N. Y., 
is the agency, with Cameron Higgins 
as timebuyer. The company prefers 
minute announcements for the pill ad- 
vertising. In addition to spot Carter 
Products is a participating sponsor on 
ABC-TV. 

e Chattanooga Medicine Co., mak- 
ers of Black Draught and Soltice Balm 
Rub, are television spot buyers in the 
south and west. During the first quarter 
of 1956 they were on around 25 sta- 
tions for Black Draught and a smaller 
number for Balm Rub—mostly with 
participation announcements. 

e Emerson Drug Co., a branch of 
Warner-Lambert Pharmaceutical Co., 
ranked 177th among spot advertisers in 
the first quarter and spent $167,000 in 
the medium for that period. Advertis- 
ing Bromo Seltzer, it is on 22 stations 
with the Ziv syndicated Science Fiction 
Theatre and will continue with that 
medium for the balance of the year. 
Lennen & Newell handles the Emerson 
account with Richard Eyman as time- 
buyer. 


Salt Lake Advertiser 


e G. & K. Products, Salt Lake City, 
makers of Phfft (pronounced Pift), a 
dandruff remover and scalp condi- 
tioner, have used KSL-Tv since October 
1953. About $1,300 of the $1,500 
monthly budget goes into television. 
For the first two years on tv G. & K. 
used a 15-minute live hair-styling show, 
but this year the format was changed. 
The firm is currently sponsoring a half- 
hour film show. Grant Butters, presi- 
dent, reports sales are continuing to in- 
crease. He feels television is the most 
satisfactory advertising medium he has 
feund for his product. Ross Jurney and 
Associates of Salt Lake City handle the 
advertising account. 

e Grove Labs, makers of 4-Way 
Cold Tablets and other remedies, is an 
important user of television. During the 
first quarter Grove was in more than 
100 markets and ranked 26th among 
spot users with expenditures of $%59,- 
700. Grove buys both announcements 
and ID’s. Dowd, Redfield & Johnstone 
has the account with Jean Gilbon and 
Betty Nasse buying time. 

e Johnston & Johnston, makers of 
Kobar, Peels, Procelin, Rx Thirty, 
Tafon and Triplehist, ranked 37th 





Gallaher Drug Co., a 55-store midwest drug chain, uses saturation spots and a 
children’s program on WLW-D Dayton as an important part of its overall advertising 
program. Here is a scene from Romper Room, the live kiddie show with Miss Jean, 
the teacher, and her classroom. 


among spot television advertisers at the 
end of 1955 and spent $454,600 in the 
medium during the quarter. The big- 
gest advertising push was for Tafon, 
which was on more than 50 stations 
during the first three months of this 
year. : 

e Thomas Leeving & Co., makers of 
Ben Gay, have found spot tv effective 
in promoting their product. During the 
first three months of the year they were 
on 63 stations with announcements and 
participations. Wm. Esty & Co. handles 
the account with Tom O’Dea as time- 
buyer. 

e Ludens, Inc., used television to 
promote their cough drops, spending 
$295,000 in the medium during the 
first quarter of 1956. They were 72nd 
among spot tv users for the period. 

e Maryland Pharmaceutical Co., for 
its product Rem, was in 14 markets 
during the first quarter this year. An- 
nouncements and participations were 
used in selected cities from the east to 
the west coast. No southern markets 
were included. 

e McKesson & Robbins, Inc., makers 
of Bexel Vitamins, Kessamin, Neo 
Aqua Drink and other products, uses 
participations and announcements in 
markets throughout the country. Early 
in the year the bulk of its campaign 
was for Bexel Vitamins with announce- 
ments being placed on around 20 sta- 
tions. 

An example of this successful Mc- 
Kesson & Robbins Co. campaign was 
that over WWLP Springfield, Mass., 
where the company showed a 108 per 
cent gain in dollar sales for the first 


six months of 1956 over the same 
period in 1955. Even though the price 
of Bexel Vitamins had been 
from the previous year unit sales were 
reported up 92.8 per cent. Their cam- 
paign over the six months period called 


raised 


for 16 spots a week on the station. 
During the same period the number of 
distribution outlets for the product in 
the WWLP area was nearly tripled. Carl 
E. Nason, McKesson executive, was 
particularly pleased with the results 
from a WWLP children’s program fea- 
turing Uncle Ed Hatch. Sales of Bexel 
Children’s Vitamins reach an all-time 
high as a result of promotion on this 
program. 

e Miles Laboratories, 
Alka-Seltzer, Bactine, One-A-Day, 
Nervine and Tabcin, ranked sixth 
among spot advertisers during the first 
quarter of 1956. They spent around 
$1.7 million during the three months. 
Since the company will co-sponsor 
NBC-Tv’s John Cameron Swayze, daily 
15-minute news show, in the fall the 
amount of spot is expected to be cut 
back. But schedules will probably be 
continued in all of the 110 markets now 
being used. The company buys minutes 
and 20’s both day and night with as 
many as 14 announcements per week in 
larger markets. Alka-Seltzer gets the 
biggest spot play. Geoffrey Wade Ad- 
vertising is the agency with David Wil- 
liams doing the time buying. During 
the first quarter of this year Miles pro- 
moted Alka-Seltzer on around 150 sta- 
tions and One-A-Day Brand Vitamins 
in more than 50. Bactine was adver- 


makers of 


(Continued on page 76) 
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Drugs (Continued frem page 75) 


tised in ten markets. In addition to spot 
Miles has heavy network commitments. 

e Norwich Pharmacal Co., makers 
of Pepto Bismol, spent nearly $167,000 
in spot during the last quarter of 1955 
and ranked as the 143rd spot user in 
the country. During the first quarter 
this year they were in 24 markets with 
announcements and __ participations. 
Norwich’s most important tv invest- 
ment is in network where the company 
sponsors The Adventures of Ozzie & 
Harriet (8-8:30 p.m., Fri., ABC-TV). 

e Pharmaceuticals, Inc., makers of 
Geritol, Sedagel, Sominex and Viragex, 
among other products, was among the 
top spot users during the first quarter 
this year with participations and an- 
nouncements on 25 stations. Pharma- 
ceuticals ranked 8lst among spot users 
in the first quarter of 1956 and spent 
an estimated $267,500 in the medium. 
Most important television investment 
by Pharmaceuticals is for network with 
several important programs. 

e Plough, Inc., makers of Mistol 
Mist, St. Joseph’s Aspirin and St. Jo- 
seph’s Children’s Aspirin, ranked 70th 
among spot users the first quarter of 
1956 and spent an estimated $310,500. 
Plough’s biggest concentration of mar- 
kets is in the south with emphasis on 
its biggest seller, St. Joseph’s Aspirin. 
St. Joseph’s was on 32 stations during 
the first quarter. 

e Harold F. Ritchie, Inc., makers of 
Eno Salts and Scott’s Emulsion as well 
as Brylcreem, was 21st among spot ad- 
vertisers during the final quarter of 
1955. In the first quarter this year the 
company ranked 28th in spot and spent 
an estimated $642,000. Television was 
used in more than 35 markets. Atherton 
& Currier, Inc., agency for the account, 
buys announcements year-round for 
Brylcreem and concentrates its heavy 

(Continued on page 123) 








Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment. Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


(qAmesa CQuiement (6. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 




















Sales Booster 


Refuting the old adage that everyone talks about the weather but 
nobody does anything about it, KYw-TV-AM-FM Cleveland has developed 
a summer campaign, called the Kyw Kooler, dedicated to the proposi- 
tion that every viewer or listener in northern Ohio should think of the 
KYW stations as the “Kool Sight and Sound in Entertainment.” 

Feature of the campaign is a tie-in with the big Standard Drug chain 
of Cleveland, which is featuring the Kyw Kooler drink at each of its 
45 fountains and is posting fountain, window and door streamers 
boosting the station and the drink. In addition, Standard is promoting 
the Kooler drink and drug products which have tied in with KYW-TVv 


Cool executives include 
(lL. to r.) E. Preston 
Stover, KYW-TV program 
manager, Rolland V. 
Tooke, vice president 
Westinghouse Broadcast- 
ing Co. Cleveland; Ed 
Wallis, promotion and ad- 
verlising manager KYW- 
TV-AM-FM and Mark Olds, 
program manager KYW. 


in the summer drive in full-page newspaper advertising and in-store 
displays and is featuring the products in two Kyw Kooler one-week 
summer sales. 

Standard Drug has also hired “Kay, the Kyw Kooler Girl” (Miss 
Kay Frazier) to appear on KYW-TV shows to serve the KYW Kooler to 
talent and guests. By invitation she also appears and serves the drinks 
at meetings and other public gatherings, meanwhile promoting the 
stations and the summer campaign. KYW in return promotes Standard 
Drug and its products on the air. 

So great has been the demand for the Kyw Kooler that the drug 
chain has produced more of the special sherbet that goes into it in 
two and one-half months than they usually make of orange sherbet 
(the biggest sherbet seller heretofore) in an entire year. 

The Kyw Kooler recipe is being applied to every tv and radio pro- 
gram. It calls for “ample portions of cool sights and sounds . . . double 
shots of real cool promotion.” Typical stunts that are part of the cam- 
paign are on-the-air shots of polar bears lolling on cakes of ice, pretty 
girls dressed in Bikinis and skiers speeding down icy winter slopes. 
“Think cooler, act cooler, be cooler,” urges advertising sales and pro- 
motion manager Ed Wallis, who originated the highly successful drive. 
Idea behind the campaign is to interest the KYW stations’ audience, 
rather than stop with the usual agency, advertiser and sales department 
summer promotions. That this plan is entirely successful is indicated 
by the quick audience reaction and the results advertisers are reporting. 

In addition to the Standard Drug tie-in, other parts of the overall 
KYW Kooler drive include window displays throughout the metropolitan 
area, Kooler fashion shows, display and poster advertising, a beach 
party on Lake Erie, a boat ride for the press, a Kooler drink recipe 
contest and literally dozens of similar promotions. 
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WOOD.ano=-TV Of (BIG) Linley / 


A mighty big spoonful . . . you bet! It’s the 410-million dollar helping 
of food this husky, fast-growing market is currently putting on its 
tables. So come over and try the fare. We'll spoon up a generous share 
for your product. Western Michigan ... now the country’s 18th 
television market . . . is YOURS when you buy WOOD-TV, Grand 


Rapids’ only television station. Ask to see our menu. 


D ae, $ WOOD Land CENTER 
GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY * NBC BASIC; ABC SUPPLEMENTARY *® ASSOCIATES: WFBM-AM 
AND TV, INDIANAPOLIS: WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS ¢ REPRESENTED BY KATZ AGENCY 





© MUSKEGON 
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MONDAY-FRIDAY SATURDAY SUNDAY 
us ust 1956 ABC cBs NBC ABC cBSs NBC ABC c 
9:00 — — 
elevision cmap | | 
Show 7-9 a.m. | 
9:15 7-8 a.m. Various 
Various sponsors 
Sponsors 
Ee 9:30 1 
. Cask. angeres 
wrk . _— -9 a.m. 
Network Program 9:45 Nartoms 
© sponsors 
Chart 10:00 - 
Au K shown are Eastern Daylight Garry Moore ng Dong Capt. Kangaroo (tas 
mes na ayligh M._Thu.. of (9 :30-10 :30) Howdy Dooay i M 
0:15 10-10 :30 10-10:30 (L) { r 
10: Fri., 10 11:30 Participating 
( MS , 
Sustainit Alternating; LS, Last 66:38 ] 
Sustainin; 
Show; MS", ', Multiple dpenseetio (see foot- NBC Band Stand Mighty Mouse ! Married L 
note); TBA, To Be Announced. (L) Ag med Joa | Al 
10:45 General Foods (FD 
FOOTNOTES Arthur (alt. wks.) 
ABC—‘‘Mickey Mouse Club” (M.F., 5-6 Godfrey 
p.m.); AM-PAR Record Corp., Armour . Ti ' 
Co., Bristol-Myers Co., Campbell Soup Co., 11:00 re ——- } 
10 :30-11:30 Home , f 
(L) MS* Various Red Goose ba A aa wy | Ne 
1:85 Sponsors Kiddie Spectacular (sust.) Gen. Foods 
8. . Co., TV Time 
Foods, Vick Chemical Co., ‘The Welch Grape Friedman- Shelby 
J : 
mages 8) schedule of the two con- 11:30 Div., Int.” Shoe Tales of Texas | Cam 
ventions, much subject to change. a ae ql) Co. Rangers Uncle Johnay ; 
es e 11:45 iL) General Coon's Show 
Saturday, Aug. 11—Convention City, 8- Colgate 11 AM-12:30 PM | Mills Co. 
8:30 PM, EDT. Sunday, Aug 12—These Alt. Weeks 
Are The Men, 7:30-8 PM., Monday, Aug. Sat. Aug. 25 Curtiss Candy 
13— Convention opens. 1 PM to recess. 12:00 = ae | } — 
9 PM to recess.. Tuesday, Aug. 14—1 PM Valiant Lady | Le 
to recess. 9 to recess, Wednesday, __(see footnote) Tie Tae Dough Capt. Gallant ' y 
Aug. 15—11:30 AM to recess. 9 or ut. bd rif oug Big Top Heinz \ 
2:30 PM to recess, Thursday, Aug. 16— 12:15 ~ Love Of Life (tL) (L) (F) 
11:30 AM to recess. 9 PM to recess, Home 
Friday, Aug. 17—1l PM to recess. 9 PM Products (L) 
to recess— all Phileo-sponsored. 12:30 ' 
SAN FRANCISCO : Search For 2g 1 a aRe w 
Saturday, Aug. 18—Convention City, 10- Tomorrow “Dairy 1 
10:30 PM, Sunday, Aug. 19—These Are P&G It Could Be You Cc I 
the Men, ' 7:30-8 PM—Philco. Monday, 12:45 ~_ aa «L) 0. 
Aug. 20 Convention opens 2 PM. Prob- | Li ht tL) Watch Mr. 
ably short. 5 PM (to 8 ‘PM)~Phileo, | S a Wizard 
sday, Aug. 21—5 PM (to 8 PM) = 
Wednesday, Aus. 22—U neerta ain. . 1:00 -_—- oo —— — - + _ + + —-- —_}— 
‘ampaign ndup, the Newsweek show | \ | 
and College Press Conference, will originate | Net bie News | Rene Geneer 
from the convention cities on the Sun- . Stand Up & | Gen. Mills 
days preceding the conventions at their 1:15 Be Counted | Alt. Wks, 
regular times. (Not sponsored.) (Sust.) | Nestle 
(Continued on page 94) F | | 
MONDAY TUESDAY WEDNESDAY THURSDA 
6:00 ABC ces NBC ABC ces NBC ABC ces NBC ABC \ 
6:15 
|) } =» | oe : 4 : 
6:45 ~ CBS-TV News —mnacrvE ney CBs 
at CBS-TV News CBS-TV News ces 
Whitehall Pall Mall | Whitehall 
| } 
7:00 - . + ead siieianaiea 4 a } ’ a 
Jack Drees Jack Drees Jack Drees | Jack Drees 
a Show a TR tee Sport Show thy Sport Show =| 
v5 ore) _ | COS-TV News ee) | cas. tv News John Daly aon —] oes 
~john Daly Whitehall ~<a ew —— + LL. ~ John Daly ( 
(L) John Daly Pall Mall a | ae pa 
7:30 } ie } | ae id 
Jaye P. Sot. 
Bold Journey Robin Hood cag Sate Name That Snooky Lanson Se | Morgan The Lone orT 
7:45 |Ralston-Purina Co. Johnson & Lever Bros. Tune Show re . Ranger Qua 
: (F) Johnson Sea Warner Whitehall (L) Sust. Time Inc. Gen. Mills 
(ait. wks.) ee Bros. =>" ee Miles Lab. Amer. Dairy 
Wildroot Camel News Presents Sperry Rand Disneyland oth (F) ‘ 
8:00 ——— a S a Caravan (L) ' 
- ers: 4 ; 
General 
Dotty Mack Show Burns & a a The Hour Cu 
8:15 (L) Allen (F) ae Bren See Panne Phil gi _. oy Press Conference 
bone mg Rem, Rand (F) R. J. Reynolds Dear Phoebe Derby Frankie Laine Ce Fee om . 
: . Curtis it. wk 8 
B. F. Goodrich —o (F) Ist halfbr. : (F) cal! 
8:30 - - - - - —_— Toni Co. +—_—__——— +— | 
Arthur _God- RS, ay 
Voice Of frey’s Talent Amazing Bristo “siyers Father 8:30-9 
a: Firestone outs ( Wyatt Earp ay Lee This | Dunninger st a Knows Best ( 
:45 Firestone Lipton Tea Parker Pen, is Is Amer. Pillsbury F Chry 
re & Soup Gen. Mills ae = ) Show Business Tobacco (alt. wks.) Scott Paper 
. ne Co. (alt. wks.) (F) Sheaffer (L) Pearson, Phorm. Kellogg Co. Co. 
9:00 = —_ + - Mee. tt 4 ‘ == accleaal +— 
Film Fair 
The Charlie “f) G-E Summer Cee snd Cenet Sneak Preview Sereayhouse. Millionaire tar 
9:15 (F) Farrell Show Dow Chemical Originals —— ao ° Fastman-Kodak (L) at Tonight 
. (alt. bmw Gen. Electri Gen. Electric “F) (tl) Colgate- cL) Brillo 
7 9-10:30 yen. Foods n. c (F) | Palmolive Kraft Foods (L) 
% 0. = 
: mee ees t 4 L — 
| | F 
Du Pont tlight P ouse | | I've on a P 
9:45 Vie Damone Show Cavalcade — on ne | The Eddy | Secre' Ss ore Thrills : 
; General Foods Robert Theatre Arnold Show ay ports Thrills | , 
Montgomery Du Pont Alt Weeks Circle Theatre (L) (F) Al 
she (F) S.C. Johnson ees | Rey Jies Bris 
10:00 PB. - ) - + —+— 
johnson 
Studio 0 . The $64,000 Wednesday | 20th Century- 
Summer Theatre (enc The Big Question | wees Night Fights Fex Hour Your Lite Compass wu 
10:15 Pi Revlon Inc Show Pabst & General (F) uri 
: icture . } s ~ (L) 
(F) (L) (Ly Mennen | Electrie P&G 
| (alt. wks.) | (alt. wis.) . - 
(L) } | 
10:30 —— } —}— 
v. . Do You Trust | United Stat 
V puting Your Wife Big Town | Stoel fea a - Ina ome Hutton @ 
nouse | u 
- General Motor: Lever Bros. 4 
eaten Frigidaire Div. AC Spark Plug ; U pte! States Purex ( 
Alt. Wks. (F) (10-11 p.m.) a 
Liggett & Myers 
——= —_ —— > 













































































































MONDAY-FRIDAY SATURDAY SUNDAY 
Co ABC ces NBC ABC css NBC ABC ces NBC 
] 
} 
| 
| 
i 
The Johnny } = a nd 
2:15 Carson Show Palmolive Co 
(L) (alt. wi 
(sust.) Viceroy 
“ty Feet gd Clettetter? s Tennessee 
<{L-S) 2:45 Ernie Ford Show 
(by rar. aad 
Look Up | Afternoon The Bis NBC Matinee w §,oem Dr. Spock 
“a | 3:15 Film (uy “Colgate e Week Beechnut 
} (M-W-F) (Participating) Falstaff 
Festival (F) (8-Tu.-Th.) ed Brewing Co. 
Ce | : 3:30 |— Bob Crosby 
Eye On | American Youth Want 
| New York | ~“ Safety Razor Toke 
Sust. 3:45 ms* Geen ship ee 
Camera Three bi 
Sust. Brighter Day Frontiers of Faith 
Norwich Pharm. P&G (lL) Queen For A Day «L) 
4:15 [Union Underwear wy is oy —— 
Home 
"4, it’s Tak | Pr: sasaee) NES 
‘ Trip eh See ieee -. ‘oom Adventure Amer. Forum 
Sust. | Kendell Co. + hha, A - Sust. ¢L) (sust.) (tL) 
4:45 articipating Sombie odern Romances| 
Participating 
| ; ae 7g 
Wild Bill | . ial Zoo Parade 
ickok Going Places 
Rellogs | Mickey Mouse Comedy Time (L) Face The (L& F) 
| 5:15 Club (F) Nation 
| : (sust.) 
— * ——t —___—_ «=«§&-30 -——_—_ 
| Outlook 
CEQ Suatey (L& F) 
5:45 (sust.) 
ISDAY FRIDAY SATURDAY SUNDAY 
BC csBs NBC ABC cBs NBC ABC ces NBC ABC ces NBC 
Telephone Meet the Press 
Time With Jutins - Manville 
John Nesbit l’an American 
Bell System «L) 
Ee eas | pa oe 
| a You Are Rey, Rogers 
CBS-TV News ~CBS-TV News ~~ Meet | wd . nd 
i (sust.) ty ge | I Prudential oun, Foote 
Bayuk 
broes Jack —_ You Asked 
ow ype w Gene Autry or L Topper 
0-0p) CBS-TV News (L-Co-op) (F) Skippy Peanut Cc —_., Gen. Foods 
Daly (sust. John Daly CBS-TV News Sus. Butter Soup (F) 
Whitehall (alt. wks.) 
Kellogg 
Sgt. Preston | Jaye P. | 
Lone Of The Yukon The Adventures Morgan Down You Go . 
ger Quaker Oats Snooky Lanson | of Rin Tin Tin My Friend (L) Ozark Jubilep | Beat The Clock Speidel, Famous Film ; Frentior 
Mills L) ation: Flicka L Purex Festival Private Reynolds 
Dairy Pan. an Bie Cn | Colgate- Miles Lab. Am. Chicle |Pharma-Craft, Inc (F) Govetny —_" 
F) Caravan (L) | Palmolive =. 7- Tobacco , 
-_ —— , + ; 
Hour == | | ” Every 4th wk: 
Truth or ‘ P Pharm. The Steve All 
a ches | Best ot Greashe pA | sults rood Consequences Grand Ole Opry Jackie Gtenssa (St.8/11) — Ed gutiiven Show aye 
F) ewe, bad (Cosp) | Gen. Foods a Ralston Purina | Buick Motors | TY, Bennett | Max Factor ino 
Colgate-Palm. | (8-9) 
mao at es 8-9 p.m. . = Tt, eee | 
| | Avco 
8:30-9:30 Weekly Life of Riley T Mercury Andrew J 
Climax Dragnet Crossroads | Guit Kleenex Di c ee Sees 
Chrysler Corp. iP) met Motor | ey F) Sap Sew Noxema John H. Breck The Ford Williamean 
| pis Gen. Foods | a) Motor Co. (L) 
| 
a + ae ae mers eee { . 
Dollar A Second } Crusader T Two For T 1 
Mogen David | The Money People Are G. E. Television 
tar People’s Choice j Reynoids Best in Mystery Funny Theatre Playhouse 
ight (F) Helene Curtis | Alt. Wks. Amer. Tobacco The Lawrence P. Lorillard ‘oni, Ted Mack (F) Goodyear 
“illo Industries | Coiga’ Simoniz Welk Show Co. Papermate Amateur Hour onunt (alt. wks.) 
L) | L r (Ll) (alt. wks.) (F) Pharmaceu- Electric Alcoa 
(L) Palmolive Co. Bulova W 
7. ek | | uu wma ‘atch | ticals, Inc. (L) 
Four Star | ae : Dodge Division ' tt) aie 
atest vayhouse The Vise jayhouse | Festival of Stars r 
Thrills (F) Ford Theatre Sterling Drug | } — The Russ Morgan Whitehall & Purex Hiteheock 
F) an <7 Ford ial Co, 4 | B on ng | Campbell Soup a (F) teeny 
3. rewing Co. ristol- 
Bristol-Myers (F) (F) Procter & Gamble ivers 
| | 
= Sees + + } ; : 
Undereurrent Masquerad E Theatr Th 000 
npass The Arthur =| Lux Video Polka Time | (F) Cavaleade of asq’ e Guasmeke neore Theatre Fee e $64, 
leer | ‘nt Brit Soar cea, | Rigen | Rye os (Piaicgee, | Man, Agua 
— | (Pabst Brewing Co.| Williamson Emerson Dru — ~(F) . Ai Wks. P G 
(alt. wks.) Lever Bros. alt. wks.) Gillette ad 
Hazel Bishop | Procter and (L) (t) Revlon MY on & 
as Sm } «) Gamble | | 
Pantomime Quiz| 
Amer. Oil Co. Red_Barber’s are What's My National 
Quiz Kids Corner High Finance (F) Line? (L) Bowling 
sust.) | Hamm “Brewing mate Farm Mennen Co. Amer. Tobacco Montenier. Gane 
| wes ns. €o. > od (alt. wks.) hite 
| Alternate Wks. tL) Warner Lambert seasheanen Cigars 
pc oe me Inc. Rand 
—— — —_—— Ait. — Wes: — | 1 i 
| i 
Sun. News 
| Special 
Pharmaceu- 
ticals, Inc 























Contact your nearest office of 


Cesar Romero stars in 
thrill-packed inter- 
national adventures. 
39—¥2 hrs. 


Exciting jungle dramas 
starring TV's most dynamic 
new personality, 

Irish McCalla. 26—42 hrs. 


Dumas’ world-famous story 
of action, adventure, 
swordplay, romance in 
history’s most exciting 
era. 26—42 hrs. 


Absorbing adult dramas 
with Doug Fairbanks as 
host, producer and star, 
117—1¥2 hrs. 


Gripping dramas based on 
real life — top priority 
emergency police cases 
— a new concept in TV 
realism. 3942 hrs. 


Finest feature film 

package available to TV 

— many Academy Award 
winners. 15—various lengths. 


Mystery adventure with 
public service appeal. 
Network and spot tested. 
Reed Hadley stars. 
98—14 hrs. 


Outstanding anthology 
drama series. Each film 
features a big-name star 
of Hollywood or Broadway. 
104—%2 hrs. 


Rating histories and market availabilities on request. 


ABC FILM SYNDICATION, Inc. 


10 East 44th Street, New York e@ OXford 7-5880 


New York - Chicago 
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Hollywood 


Aflanta - Dallas - 


San Francisco 


Minneapoiis 





St. Louis 
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Little Rocks POWER PACKAGE... 


ie 


Affiliate 


RARK-TV -—~- 


* POWER PREFERENCE - POWER PROGRAMMING - POWER FACILITIES 


Power Preference 


Across the board, Little Rock viewers 
choose KARK-TV— 


ARB Survey, June 1956—KARK-TV has 
7 of the top 12 nighttime shows select- 
ed by Little Rock viewers— 

1. Highway Petrol—KARK-TV* 

2. Your it Parade—KARK-TV 

3. $64,000 Question—Station B 

4. Perry Como Show—KARK-TV 

5. You Bet Your Life—KARK-TV 

6. ve Got a Secret—Station B 

7. Badge 714—Station C 

8. $64,000 Challenge—Station B 

9. Lux Video Theatre—KARK-TV 
10. Ed Sullivan Show—Station B 

11. George Gobel Show—KARK-TV 

12. This Is Your Life—KARK-TV 


*Shown during same time period on 

KARK-TV and station C. Combined 

rating scores first place. Breakdown: 

KARK-TV, 26.9; Station C, 19.1. 

5 of the Top 5 Multiweekly Shows — 

Network and local, KARK-TV viewers 

voted for Channel 4 programming — 

sweeping the first five places with — 

1. | Married Joan—3:00 p.m. Mon. thru 
Fri. 

2. News Final—10:00 p.m. Sun thru Sat. 

3. Queen for a Day—2:00 p.m. Mon. 
thru Fri. 

4. Tennessee Ernie Ford Show — 12:30 
p.m. Mon. thru Fri. 

5. Evening News & Weather—6:00 p.m. 
Mon. thru Fri. 


Major Share of Nighttime Audience — 
From 6:00 to 10:00 p.m. KARK-TV cap- 
tures the largest overall share of Little 
Rock viewers. 62 quarter-hour firsts of 
119 quarter-hours per week—the largest 
audience in Little Rock. 

Power Preference—Power Programming— 


Power Facilities, | | the KARK-TV Power 
Package means Sales Power in Arkansas. 


Represented by 


Edward Petry & Co., Inc. 





Power Programming 
Network and local, quality program- 


ming is increasing the already proven 
Pulse audience lead of KARK-TV — 


NBC Television — Programming voted 
best by Little Rock viewers in the June 
1956 ARB survey . . . and KARK-TV 
reperesents NBC’s only exclusive outlet 
in the entire state. 


Top-Rated Local Programming—Special- 
ized local programming for everyone— 
from Pat's Party for the children to 
News Final, the program 10:00 p.m. 
viewers voted in the top Multi-Weekly 
programs in Little Rock. 


Power Facilities 

KARK-TV facilities complete the power 
package in programming and pref- 
erence — 


Higher Tower-Maximum Power—KARK- 
TV’s new tower-power package delivers 
your message to almost all of Arkansas. 
Operating on Maximum Power—100,000 


wotts. 


Full network color fxcilities. 
One of the Tallest Towers in the Nation 
—1,693 feet above average terrain 


—1,175 feet above ground. 


Little Rock Plus 44-County Coverage... 


Now your sales message to thousands of new viewers . . . the 
facts inside the 100 mv/m contour — 





} ( CHANNEL 4 NBC Affiliate 


KARK-TV Coverage State Total 
Counties 44 75 
Population 1,028,300 1,785,000 
Households 289,150 503,060 
Spend. Inc. $1,094,231,000 $1,876,635,000 
Retail Sales 805,057,000 1,399,436,000 


Gross Farm Inc. 284,375,000 592.572,000 


(Source: ‘56 SRDS Estimates of 
Consumer Markets) 





Little Rock, Arkansas 
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Commercials (Cont'd from 49) 
edges their growing importance is Na- 
tional Screen Service Corp., New York. 
Carl Carbone, producer, director, re- 
ports: “We feel that in the future two- 
thirds of all tv commercials will be 
produced in color. This of course will 
be determined by the sale of color re- 
ceivers. At present, we are asked to 
submit estimates for the production of 
filmed commercials in black-and-white 
and color.” 


15 Per Cent in Color 


And Robert Wickersham, president 
of TV Spots, Inc., New York, says, 
“About 15 per cent of our present out- 
put is in color. I believe this percentage 
will increase to a point where we'll be 
doing 50 per cent in color.” 

Production of all film in color is 
two years away, declares James FE. 
Gray, vice president of Gray-O’Reilly 
Studios, New York. At present his 
firm is producing 5 per cent in color. 

Generally, there are three qualifica- 
tions placed on the speed with which 
color commercials will be produced in 
even greater abundance. These are (1) 
the number of stations with color facil- 
ities, (2) the extent of color program- 
ming and (3) the number of color 
sets available to the consumer (News- 
front, TV AGE, July 1956). 

Whether the commercial is made in 
color or black-and-white only, film 


producers assert that costs have gone 
up and, as far as they can determine, 
will continue to rise next year. On an 
average, it is estimated that costs have 
risen 10 per cent over last year. In 
some cases they are up as high as 20 
per cent and in others as low as 5 per 
cent. 

Some of the reasons for the higher 
costs are cited by Rex Cox, creative 
head of Sarra, Inc., New York: “Added 
crew personnel due to new union regu- 
lations, more live-sound spots being 
produced, increased use of animation, 
more original music with full orche:- 
tra recording, additional set costs and 
tricky optical effects.” 

While costs to the producer have 
gone up, costs to the clients have gone 
down, according to Bernard Howard, 
president of Academy Film Produc- 
tions, Inc., Chicago. Mr. Howard says: 
“Costs of film commercials have defi- 
nitely gone up—for the producer. Film 
itself costs more, talent costs more, 
studio help costs more. However, para- 
doxically, costs to clients have gone 
down. This is due to better planning 
by our clients in the pre-production 
stage which cuts actual shooting time. 
and an increase in general know-how 
about film production as compared to 
earlier years.” 

Bill Witherell, partner of Video 
Films, Detroit, thinks costs have risen, 
but not because of labor and materials. 
“Costs and prices are up from last 
year, and will have to go higher next 








Willard Schroeder, general manager of woov-tv Grand Rapids, with 
Mrs. Schroeder, driving a Metz on the second annual woopland Antique 
Auto Tour held in May. The Metz is owned by Jack Stiles, of Stiles 
Lumber Co., whose uncle founded radio station woop (an appropriate 
call letter) some 32 years ago. Just back of the Metz is a 1915 Packard 
Phaeton which is owned and being driven by Frank Joy, whose grand- 
father founded the Packard Motor Car Co. 
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year,” he says. “The rise is caused 
primarily by agency flyspecking, the 
desire to have medium-priced spots 
look like high-priced spots. Greater use 
of animation and semi-animation and 
effects are big factors. Rising labor 
and material costs are small considera- 
tions.” 

The costs of cartoon animation have 
risen similarly. George Gladden, exec- 
utive vice president of Academy Pic- 
tures, Inc., New York, says, “Since 
our work is primarily concerned with 
cartoon animation, our cost compari- 
sons apply to animation only. In 
general, costs are 10 per cent higher 
this year over last year, and we expect 
another 5 per cent increase next year.” 

Replies to the TV AGE survey raise a 
controversy as to whether the com- 
mercial film business is seasonal or not 
—an indication of an industry in tran- 
sition. Ask manufacturers in the bi- 
cycle, steel, dress or woolen industries 
if business is seasonal, and undoubt- 
edly the response will be unanimous, 
either positively or negatively. But in 
the film industry, answers are liable 
to differ from producer to producer. 


Seasonal in Past 


The history of commercial produc- 
tion indicates that in the past it has 
been a seasonal husiness. That this 
is changing can perhaps be discerned 
by comments asserting that business 
activity is being spread evenly over 
the year. 

An indication that this may be the 
pattern of the future is expressed by 
Howard H. Henkin, sales manager of 
Shamus Culhane Productions. Mr. 
Henkin says, “Until this year there 
were very definite seasons for pro- 
duction. This year, however, has main- 
tained a steady volume, and only time 
will tell whether or not it is a trend.” 

This view is supported by Marc S. 
Asch, executive vice president of Van 
Praag Productions, who declares busi- 
ness is “no longer seasonal. It is level- 
ing out. There are more commercials 
being produced and less repeat runs.” 

Mr. Niles of Niles Productions also 
thinks the “so-called seasonal business 
is a thing of the past. Our volume, for 
example, remains constant throughout 
the year. Agencies who have clients 
with shows on network television do 
not relinquish their time slots in the 

(Continued on page 84) 
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@ Still Growing in Sacramento! 


KCRA’TY reacues 














STRONG LOCAL PROGRAMS give KCRA-TV more 
Noon to Midnight audience and Sacramento’s three 
highest-rated local participating shows: 


WOMAN'S DAYTIME PARTICIPATING SHOW — 
“Valley Playhouse,” 12.4 Average Rating; 74.4% 
Share of Audience; follows “Queen for A Day” 
daily with Warners Bros.-Columbia Screen Gems 
double feature. 


KID’'S SHOW—CAPTAIN SACTO, 11.4 Average 
Rating; 44.6% Share of Audience; 6-7 P.M. daily 


LATE MOVIE— “THREE STAR THEATRE,” 9.5 Aver- 
age Rating; 59.4% Share of Audience; 11 P.M. 
Saturday and Sunday. 

In addition, KCRA-TV has 58.8% Share of Audi- 
ence, Noon to 6 P.M.—no other station heads 
KCRA-TV from Noon to 5 P.M.—and 39.4% 
Share of Audience from 6 P.M. to Signoff. 


KCRA-TV and Fall Schedules get along beauti- 
fully together. 


* Sacramento Television Audience 
ARB: June 2-8, 1956 


KCRA-TV 


CHANNEL <> 


SACRAMENTO, CALIFORNIA 
100,000 Watts Maximum Power 


BASIC AFFILIATE 


OF AUDIENCE 
Noon to Midnight 








MPS TIES TITAS UTS PA 








Represented by 


EDWARD PETRY & CO., INC. 
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Commercials 


(Cont'd from 82) 


summer, and the need for tv spots is 
as great in the summertime as it is 
throughout the rest of the year.” 

UPA Pictures, Inc., New York, 
agrees with the view that commercial 
production is “less of a seasonal busi- 
ness.” But it acknowledged that there 
are peak periods “from late spring to 
early fall.” 

On the other side of the fence, 
Robert H. Klaeger, vice president of 
Transfilm, Inc., New York, says com- 
mercial production is “always a sea- 
sonal business. Peak periods are July 
through November.” Screen Gems has 
similar feelings: “Producing commer- 
cials tends to be seasonal. Peak periods 
seem to be August-September-October 
and January-February-March.” Flet- 
cher Smith of Fletcher Smith Studios, 
Inc., New York, thinks producing com- 
mercials has become more seasonal, 
with “fall and 
periods. 

Mickey Schwarz, president of ATV 
Film Productions, New York, declares 


winter” the peak 


business has become more seasonal 
because of “indecision of anticipated 
schedules, change of programs and 
availability of time slots by the ad- 
vertiser.” Mr. Schwarz cites spring as 
the peak period. 

What effect do the commercial film- 
makers think the newly-developed 
magnetic video tape will have? Re- 
actions range from an unenthusiastic 
“none” to an enthused “will replace 
film.” Most of the producers agree 
that it is a little premature to gauge 
the extent of its significance, estimat- 
ing it will take between two and five 
years before magnetic tape will have 
any material effect. 

The scope of this technical advance- 
ment is underlined by Bernard Mack, 
secretary of Filmack Studios, Chicago, 
who asserts, “More clients will be 
shooting their own commercials, es- 
pecially live commercials. We will have 
to change to magnetic tape also.” 

Mr. Henkin of Shamus Culhane 
Productions doesn’t think video tape 
will have any effect. He says, “Be- 
cause of the difficulties involving the 
fine editing of commercial film, I don’t 





WCDA-B:| Albany 
WAAM | Baltimore 
WBEN-TV | Buffalo 
WIRT | Flint 
WEMY-TV | Greensboro 
WTPA | Harrisburg 
WDAF-TV | Kansas City 
WHAS-TV | Louisville 
WTMJ-TV | Milwaukee 


WMTW 
WRVA-TV 
WSYR-TV 


Richmond 


Syracuse 





The only 
exclusive TV 
national 


representative 
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Mt. Washington 








Harrington, Righter and Parsons, Inc. 


NEW YORK, CHICAGO, SAN FRANCISCO, ATLANTA 


believe that magnetic tape will have 
any effect on the commercial-film in- 
dustry. It should prove a boon to the 
live-program and kinescope portions 
of the industry, however.” 

Mr. Herndon of Keitz & Herndon 
agrees: “As a solution to many live 
production problems and as a substi- 
tute for the kinescope recording, mag- 
netic tape will be an invaluable con- 
tribution to the industry. However, as 
specialists in animation, and consider- 
ing tape’s limitations in this field, we 
don’t believe it will affect our operation 
any time in the near future.” 


Drawbacks in Tape 


“Magnetic tape in some ways can 
speed up the production of film com- 
mercials, but we have found that there 
are still many drawbacks involved in 
its use,” states Mr. 
National Screen Service Corp. He cites 


Carbone of 


such problems as “editing, special 
equipment, readability and inability of 
film laboratories in this area to dupli- 
cate. When these problems are ironed 
out, magnetic tape and all other new 
developments will become part of our 
operation.” 

And Mr. Klaeger of Transfilm says, 
“Tape has not yet been perfected for 
the complete production of what is now 
on motion-picture film. However, we 
believe that tape will one day replace 
film in tv commercials.” 

Aside from 
many trends are in the making in the 


technical advances, 
presentation and content of commer- 
cials—and also in the maturing rela- 
tionships between agencies and com- 
mercial producers. Chief among these, 
as noted by the filmmakers, is the stress 
on “soft” sell, animation and more 
entertaining pitches. 

Mr. Cox of Sarra says the “most sig- 
nificant trend” is the “realization that 
the simple approach is the best, with- 
out the hard, pounding type of sell. 
This has resulted in a more intimate 
style of commercial. Also, unfortu- 
nately, there has been a trend toward 
imitating successful commercial for- 
mats, which has not increased public 
acceptance of the tv commercial.” 

A trend towards having video tell 
the entire story is noted by Mr. Howard 
of Academy Film Productions, Chi- 
cago. “More and more agencies are 
learning that tv is not simply a drama- 
(Continued on page 88) 
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Agency and client> | 


behind closed doors - 
chopping on the schedule - ' 
~ your medium, your market 
are mentioned + a question 
is raised + the agency man 


reaches for Standard Rate... 


in a Service-Ad near your listing. 


For the full story on the values 1,161 media get from their 
Service-Ads, see Standard Rate’s own Service-Ad in the 
front of all sRDS monthly editions; or call a Standard Rate 
Service-Salesman. 


Note: According to a study of SRDS use made by National Analysts, 
Inc., 83% of all account men interviewed have SRDS available at 
meetings in clients’ offices. 








Every field has its pacesetters, and this is 
A especially true of TV. In most multi-station 


TV Station 
Is Measured 


markets, one station leads (and forces the 





























others to follow by 
sheer pressure of com- 
petition). That’s the 
/ primary significance of the 
many WSM-TV firsts, only partially 
illustrated here. 





than three years. And WSM-TYV built the 
longest privately owned television relay 
system in the world in order to bring its 
viewers live network TV three years before 
public transmission facilities could be 


provided. 


INITIATIVE! 


In that pioneering tradition, WSM-TV con- 


tinues to lead the way. 


Two current examples: * 


WSM-TV’s entirely new type tall tower, now 
under construction, that will be not only the 
tallest tower in the South, but will also do a 
coverage job that no other tall tower now in 


existence can do. 


fue tte tatest-Pulse survey of this market (April, 
1956) showing WSM-TV with 12 of the top 


15 once-a-week shows, 8 of the top 10 multi- 
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Channel 4 Nashville, Tennessee 
sede NBC-TV Affiliate 
Clearly Nashville’s *1 TV Station 
IRVING WAUGH, Commercial Manager 
EDWARD PETRY & CO., National Advertising Representatives 


WSM-TV’'s sister station — Clear Channel 50,000-wati WSM Radio — is the only single ‘medium that covers completely the rich Central South market. 





* weekly shows. 
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Washington Memo 
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NETWORK EARNINGS. 


hearings by the House Judiciary Com- 


Recent 


mittee, which is looking into possible 


monopoly in the television business. 
have brought to light some interesting 
figures on the growth of the industry 


The 


broad picture of revenues and profits 


and particularly the networks. 
should be available by this time in the 
FCC’s report on 1955 financial opera- 
Committee ob- 
tained from the Commission a break- 


tions. However, the 
down showing what each network and 
what each network-owned station did 
last year. Such information is tradi- 
tionally kept confidential by the FCC. 
But when Congress demands it, the 
Commission must comply. The Senate 
Interstate Commerce Committee got 
similar data for the monopoly report 
prepared by Sen. John W. Bricker 
(R., Ohio). The House Committee has 
now brought the picture up to date. 
The figures on network earnings 
(before Federal taxes) supplied to the 
Committee are perhaps the most sig- 
nificant in showing how CBS, NBC and 
ABC have fared in the last two years. 
Here they are for network operations 
only, aside from o-and-o stations: 


1955 1954 
CBS $20,365,000 $13,101,000 
NBC 14,602,000 4,018,000 
ABC 481,000 (6,822,000) * 


* denotes loss 


peeee een 





It can be seen from these figures 
what tremendous changes have taken 
place in ABC since its merger with 
United Paramount Theatres. It is obvi- 
ous also that NBC has made giant 
strides in its network operations in the 
last two years, and that its earnings 
have shown a higher rate of growth 
during this period than those of CBS. 
CBS 


biggest money-maker. 


However, continued to be the 
Now let us observe the profits of the 


o-and-o operations of the networks: 


1955 1954 
CBS (four stations) $14,505,000 $12,276,000 
(four stations) (three stations) 


NBC (five stations) 
ABC (five stations) 


15,576,000 
5,108,000 


12,018,000 
4,318,000 


0O-AND-O’S PROFITABLE. [; is ap- 
parent from the data thus far given 
that, except for CBS, the greater part 
of network profits comes from the o- 
and-o stations. And this probably 
would be true of CBS if it had its full 
quota of five V’s. It should be noted 
that the average profit of the three 
CBS stations in 1954 exceeded $4,- 
000,000 (compared to $2,400,000 for 
NBC’s five). Excluding its UHF sta- 
tion in Milwaukee, on which the net- 
work reported a loss, CBS averaged 
nearly $5,000,000 in profits from each 
of its three V’s in 1955, while NBC 
averaged about $3,115,000 from each 


of its five V’s. NBC’s average will 
doubtless be higher this year as a 
result of its acquisition of the former 
WPTZ (now WRCV-TV) in Philadelphia. 

Adding the profits of the o-and-o sta- 
tions to those for network operations, 


the following picture emerges: 


1955 1954 
CBS $34,870,000 $25,377,000 
NBC 30,179,000 16,036,000 
ABC 5,589,000 (2,504,000) * 
* denotes loss 


These figures show substantial in- 
creases in network overall earnings 
since 1954, particularly by NBC. But 
the outstanding revelation is the emer- 
gence of ABC from a loss to a profit 


position. 


CBS STATIONS. The earnings of the 
individual o-and-o stations, while re- 
flecting the tremendous expansion of 
the tv broadcasting industry, serve to 
point up the importance of key mar- 
kets to the networks. The House Com- 
mittee obtained figures for the last 
three years. Here are the data for the 
CBS stations: 


1955 1954 1953 
KNxt Los Angeles $2,324,000 $1,589,000 $ 569,081 
waem-tv Chicago 2,935,000 2,480,000 867,172 
wess-tvy New York 9,375,000 8,206,000 5,571,000 
wxix-tv Milwaukee (129,642)* 
* denotes loss (station acquired by CBS in 1955) 


It can be seen from this table that 
the CBS New York station accounts 
for well of the net- 
work’s earnings. It is to be noted also 
that the profits of the Los Angeles sta- 
tion have more than quadrupled since 
1953, and that those of the Chicago 
station have more than tripled. 


over one-fourth 


NBC OUTLETS. Similar trends can 
be observed in the following figures 
on the o-and-o stations of NBC: 


1955 1954 1953 
xrca Los Angeles $1,817,000 $1,040,000 $ 260,088 
wnsqg Chicago 3,329,000 2,790,000 2,230,000 
wnek Cleveland 1,948,000 1,339,000 738,000 
wrec-tvy Washington 1,220,000 760,000 336,800 
wrea-ty New York 7,260,000 6,086,000 4,898,000 


NBC’s New York station provides 
the network with nearly one-fourth of 
its earnings. It may be observed from 
this table and the preceding one that 
in the three markets in which NBC and 
CBS both have stations CBS earnings 
total about $14,600,000, compared to 
approximately $12,400,000 for NBC. 
However, NBC’s station in Los Angeles 
has shown a greater percentage in- 
crease in earnings since 1953 than 
Columbia’s but the CBS Chicago sta- 
tion (acquired by Columbia in 1953) 

(Continued on page 90) 
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Commercials 


tized radio script,” he declares. 
“They're finding out that video alone 
can sometimes carry the entire story. 
We produced an animated one-minute 
spot . . . in which the only sound on 
the audio was sound effects. Not even 
one mention of the name of the client’s 
product. . . . This film was so popular 
that viewers asked to have it run.” 
Reid H. Ray, president of Reid H. 
Ray Film Industries, St. Paul, thinks 
there is “more animation in tv com- 
mercials.” And he adds that there is 
“increased quality and better presenta- 


(Cont'd from 84) 


tions of commercial subject matter in 
dramatic format.” The “trend to ani- 
mation” is further observed by Warren 
R. Smith, Inc., Pittsburgh. 

While Mr. Wickersham of T.V. 
Spots, Inc. believes the public has 
“accepted warmly the entertainment- 
type sell of the animated spot,” he adds 
that “great caution must be exercised 
so that sameness doesn’t spoil this 
trend.” He recommends “diversifica- 
tion” with specialized spots for each 
client. 


Entertaining Commercials 


“Less sell and more entertainment” 
is noted by Mr. Mack of Filmack 
Studios. ; 

A diminishing emphasis on hard sell 
and the “upswing” in the production 
quality of commercials is observed by 
Transfilm’s Mr. Klaeger. He says, 
“Sponsors are spending more money 
in a desire to achieve commercials 
which are effective rather than inex- 
pensive. Of course, depending 
upon the product and the requirements 
of the campaign, inexpensive commer- 
cials can be done effectively.” 

Mr. Henkin of Shamus Culhane Pro- 
ductions supports the “low sell” ob- 
servations. He reports “A very definite 
trend among agencies toward anima- 
tion and low sell, with an ever-increas- 
ing number of clients allowing the film 
producer complete freedom to write, 
create and produce an effective cam- 
paign for them.” 

Among the trends noted by Mr. 
Niles of Niles Productions is the in- 
creased use of animation and color 
and the creation of commercials “with 
entertainment value solidly entwined 
with sell.” He also observes that “there 
are somewhat sharper buying tactics 
exercised by the agency tv-film direc- 


tor. This is attributed to the fact that 
many of these men, coming from film 
companies, have a greater knowledge 
of the complexity of filmmaking.” 

Improving relations between the spot 
producer and the agency and adver- 
tiser, stemming mainly from the in- 
creased experience that agency and 
client have had in film matters, is ex- 
pressed by many filmmakers. 


Changes in Methods 


Robert Gross, executive producer of 
American Film Producers, New York, 
says, “The willingness of the agencies 
and their clients to spend more money, 
thought and time on the production of 
commercials is most significant to the 
producer.” He adds, “The increasing 
pressures for re-use payments for other 
than acting talent may well result in 
significant changes in the basic meth- 
ods of determining costs of com- 
mercials.” 

And Mr. Gladden of Academy Pic- 
tures, New York, declares, “Thanks to 
greater agency recognition of the im- 
portance of quality production, we find 
we are working with progressively 
more experienced agency personnel. 
This is leading to more recognition of 
the importance of good taste, cleaner 
and less hectic story lines, better 
budgets which will allow modest ex- 
perimentation and product develop- 
ment before a commercial is ‘frozen.’ ” 

Screen Gems notes “a realization on 
the part of the advertiser that it is be- 
coming economically unfeasible to do 
one or two spots at a time—that costs 
are diminished and end product is of 
better standard when they are done 
en masse.” 

A change in the length of program 
commercials has caught the attention 
of Mr. Schwarz of ATV Film Produc- 
tions: “We find the trend going to- 
wards 2- to 2:15-minute commercials 
when these are integrated into a spon- 
sor’s show, as against the old method 
of three 1-minute commercials.” 





|$.0.S. will accept your old camera or surplus 
equipment as_ a trade-in for the “All New 
Auricon Pro-600.” Time Payments, too! 


> For Other S.0.S. Offers see page 71 


$.0.S. CINEMA SUPPLY CORP. 


Dept. N, 602 West 52nd Street, N.Y.C. 19—Plaza 7-0440 
| Western Branch: 633! Hollywood Bivd., Hollywood, Calif. 
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has experienced faster growth than the 
NBC Chicago outlet. 


ABC BREAKDOWN. The o0-and-o 
stations of ABC, with one exception, 
have shown steady gains since 1953, 
when two of the outlets were in the 
red, to wit: 

1955 1954 1953 
Kasc-tv Los Angeles $ 534,766 $ 109,373 ($615,571)* 
xeo-tv San Francisco 624,000 474,000 490,137 
wasc-tvy New York 740,000 642,000 (478,478) * 


wake Chicago 1,668,000 1,849,000 1,636,000 
wxyz-tv Detroit 1,540,000 1,243,000 =1,445,000 


* denotes loss 


It is to be noted from these figures 
that the ABC New York station ranks 
far below Chicago and Detroit as a 
money-maker for the network, a situa- 
tion doubtless due to greater compe- 
tition (and lack of capital for pro- 
gramming, prior to the merger with 
UPT) in the nation’s number-one 
market. 


DUMONT DATA. The Committee also 
obtained figures on the DuMont sta- 
tions: 
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New, Timely Election-Year Continuaties 


BMI recuse 1936 
PRESIDENTIA 
PACKAGE 


Program Scripts for Radio and Television 


Background—color—personalities—oddities—the 


intriguing 


stories of past elections are all neatly wrapped in this BMI 
“Presidential Package” containing an assortment of 23 scripts 
for a total of five hours of programming. 


“FAMOUS CAMPAIGN SONGS” 
One half-hour TV script 
Historically accurate account of the songs 


that influenced elections . . . for visual effect 
—a collection of the original sheet music 


“THE FIRST ELECTION” 
One half-hour script 


Relates the surprising aftermath of America’s 
first presidential election 


“A PRESIDENTIAL CAVALCADE”’ 
Seven five-minute scripts 
Odd and interesting facts about our chief 


executives . . . their hobbies, early jobs, per- 
sonal anecdotes and other authentic items 


“FAMOUS FIRST LADIES” 
Five 15-minute scripts 
The inside stories of five gracious women 


who accompanied their husbands to the 
White House 





“CAVALCADE OF PRESIDENTS” 
One half-hour TV script 
Intimate glimpses into the lives of our presi- 


dents . . . for visual effect—a collection of 
photographs, both formal and candid 


“RISE OF POLITICAL CAMPAIGNING” 
One half-hour script 
The cartoons, rally-songs, gimmicks and tech- 


niques of unusual political campaigns through 
the years 


“THE PRESIDENTS SPEAK” 
Seven five-minute scripts 
Dramatic highlights of eventful speeches— 


based on actual recordings of the Presidents’ 
voices 


“TIME SIGNALS—STATION BREAKS” 
:10, :30, 1.00 
“Vote as you please, but please vote” and a 


variety of other useful and timely announce- 
ments 


BMI's “Presidential Package” is available to all sta- 
tions without charge—as a station and public service. 


BROADCAST MUSIC INC. 
589 Fifth Avenue, New York 17, N. Y. 
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1955 1954 1953 
wotv Pittsburgh aa $3,025,000 $2,978,000 
wasp New York (8$797,716)* ( 56,897)* (34,246)* 
wttc Washington ($251,037)* (116,183)* (23,648)* 

** Sold to Westinghouse in 1955 
* denotes loss 


The DuMont data provide ample 
evidence of the difficulties of stations 
which are without network programs 
in highly competitive markets. In 
Pittsburgh where the DuMont facil- 
ity had access to all network programs 
in 1953 and 1954, profits were huge. 
In New York and Washington there 
have been continuous losses. 





Newsfront (Continued from 59) 


the contract’s expiration in 1961. 
Under the old 1951 agreement, Gillette 
bought the rights and assigned tv cov- 
erage to NBC and radio rights to 
Mutual. Gillette’s agency is Maxon, Inc. 

NBC has been televising the Series 
since 1947, but this marks the first 
time since 1938 that the network will 
give it radio coverage. As for the All- 
Star game, NBC has been televising the 
event since 1950, but has not covered it 
on radio since 1940. 

The announcement of the pact was 
made by Ford Frick, Commissioner of 
Baseball; Robert W. Sarnoff, presi- 
dent of NBC, and Boone Gross, presi- 
dent of Gillette. Comr. Frick noted the 
tremendous increase in the number of 
tv sets since the 1951 negotiations. The 
baseball players’ pension fund draws 
60 per cent of the rights money. 


AMPEX TAPE DUE SOON. A solu- 
tion to the problem of delayed network 
programming should be at hand by late 
summer. The Ampex Corp. has an- 
nounced that at that time it will de- 
liver its first tv tape recorders to the 
networks—five to CBS and three to 
NBC. 

According to William Lodge, CBS 
Television engineering vice president, 
the network will put the first units to 
work experimenting with delayed pro- 
gramming to the west coast. The tape 
recorders, he said, will be used as a 
replacement for the current system of 
“hot” kinescopes. 

Along with Ampex, field tests have 
been conducted by RCA for its colot 
tape recorder, which was first an- 
nounced in December 1953. Since May 

(Continued on page 91) 
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Newsfront (Cont'd from page 90) 


1955, RCA has been testing its model 
at NBC headquarters in New York. 
And although NBC is awaiting the 
Ampex delivery, an announcement that 
RCA’s color-black-and-white model is 
ready for production could be made 
at any time. 

A total of 13 pre-production proto- 
type models is being turned out by 
Ampex for late-summer delivery— 
eight to the networks, as noted, and 
the remainder to various research lab- 
oratories studying possible industrial 
and military uses for the recorders. 

The steadily mounting orders by sta- 
tions and networks will be filled by 
early spring 1957, according to Phillip 
L. Gundy, manager of Ampex’s Audio 
Division. At that time the first produc- 
tion units, more than 100, will be ready 
for shipment. The pre-production units 
received by the networks will cost $75,- 
000 each, while the production models 
will pare the price to $45,000 each. 


YOUTHFUL INFLUENCE. Most par- 
ents concede that the hand that rules 


the tv set belongs to the child of the 


house. But the power of the small-fry 
audience does not end with merely 
wielding the dial. The youngster has 
strong influence on what products Ma 
and Pa buy. This purchase-choice is 
felt not only in children’s products but 
also in brands used by adults only. 
In order to measure exactly how 
effective children’s tv shows are in 
“selling” the child viewer, two responsi- 
ble surveys were recently conducted 
independently of each other—one by 
the ABC-TV network, the other by 
Batten, Barton, Durstine & Osborn, 
Inc. Although both research projects 
are as yet incomplete, early returns 
are worth considering, since they in- 


dicate quite definitely that the subject | 


of youth-influence bears careful con- 
sideration by agencies and advertisers. 

The ABC-TV study made by Adver- 
test, Inc. is based on interviews, taken 
in an eight-day period beginning last 
May 31, with more than 3,000 house- 
wives in six cities—Boston, Philadel- 
phia, Detroit, Kansas City, Dallas-Fort 
Worth and San Francisco. A variety of 
13 product categories and 50 different 
tv shows—25 daytime and 25 night- 
time—was studied. Since the informa- 
tion sought was so extensive and the 
tabulating so involved—some 75,000 





IBM cards are required—results have 
to date been accumulated only in the 
product category of cake mixes. 

CAKE-MIX FIGURES. The figures 
released by Donald W. Coyle, ABC-TV 
director of research and sales develop- 
ment, show that Pillsbury with 37 per 
cent and General Mills’ Betty Crocker 
with 36 per cent are the cake mixes 
most often used by American house- 
wives. Starting with this base infor- 
mation, the survey, which carefully 
separated questions on product-usage 
information 
facts, 


from program-viewing 
reveals several salient points 





about tv impact on buying habits. 
In all U. S. tv homes, Advertest re- 
ports, 24 per cent used Pillsbury and 
22 per cent used Betty Crocker. But of 
viewers of ABC-TV’s daytime Monday- 
to-Friday hour show, Mickey Mouse 
Club, on which Betty Crocker spon- 
sored two quarter-hour segments per 
week, 27 per cent used Betty Crocker 
and 26 per cent used Pillsbury. In 
homes surveyed in which there was no 
viewing of Mickey Mouse, the usage 
for Pillsbury was 22 per cent and 19 
per cent for Betty Crocker. These 


(Continued on page 95) 


An $899,481,000 
Buying Power Market! 

















MORE AUDIENCE 


than any other TV station in the 
rich heart of Louisiana 


“—>=”7 FROM 5:00 P. M. to SIGN OFF 
at (Monday thru Friday) 


WBRZ 
of 149. 


rated highest in 125 quarter hours out 


FROM 12 NOON to 3:30 P. M. 
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rating Tops All Others Combined! 


- from a study by American Research Bureau, 
Inc., encompassing 31 counties and parishes 
in Louisiana and Mississippi. 
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You may not know these people, but 


in Hartford County they’re 
important TV PERSONALITIES 


They make WKNB-TV | 
the Personality station 


and give you a premium audience at moderate cost. 


We have pictured the top-flight local TV personalities in Northern and Central Connecticut. 
They are successful salespeople who call on 375,000 homes daily through WKNB Television. 

Here in Hartford County, 3rd richest market in the United States, WKNB-TV’s local pro- 
gramming is a powerful complement to the entire NBC lineup of shows—a strong selling force in a 
134 BILLION DOLLAR MARKET. 

Let Hartford County’s Top TV personalities sell your product in the Hartford County market. 
Any way you look at it, any time of day or night, WKNB-TV is your BEST BUY in advertising. 








National Representative: The Bolling Co., Inc. 


Basic WKNB-TV channel 











Studios and Offices e West atclaaicla:| 10, Conn. 
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Wall Street 


CBS Sets Discontinued. A piece of 
bearish news was greeted bullishly by 
tv-industry investors last month. 

The Columbia Broadcasting System 
announced that it was discontinuing 
its tv-set production and had sold its 
radio line to Trav-Ler Radio of Chi- 
cago. The company made no announce- 
ment to explain the step, although it 
had been widely rumored that the move 
would be made. CBS entered the set- 
making field back in 1951 through the 
acquisition of Hytron and the Hytron 
subsidiary, Air-King. 

At that time Columbia had a short- 
lived hold on the color transmission 





1955 


KNXT Los Angeles $2,324,091 
wcss-Tv New York $9,375,339 
WBBM-TV Chicago $2,935,671 

wx1x Milwaukee $129,642 (a loss) 
Total $14,505,459 





system for tv, and since other set 
makers indicated they were reluctant 
to go along with the whirling-disc ap- 
proach to color, it seemed a good idea 
that Columbia would be able to market 
its own sets and demonstrate that it 
could be done. But that background 
thinking never proved anything, since 
the RCA compatible color system was 
finally approved. 

Since then, the set-making division 
has always been a drag on the overall 
profit potential of CBS. One of the 
major problems has been the fact that 
the Long Island plant, inherited from 
Air-King, was old, inefficient and un- 
able to operate economically. Frank 
Stanton, CBS president, made a move 
to get things in shape late last year 
when he brought one of the top men 
from Zenith into the company for the 
specific task of putting the set-making 
operation in order. That failed, and the 
decision was made not to throw any 
more good money after bad. 


Wall Street Approval. To the Wall 
Street interests it’s a wise decision. The 
analysts contend that the CBS set-mak- 
ing division had been operating at a 
less that was lopping between 50 cents 
to $1 per share from the potential 


Report 





earnings of the company. Now that the 
loss is being terminated they think the 
stock is a good investment, and here’s 
why: 

The company’s sales and profits in 
1955 hit a new record for the seventh 
consecutive year. In network tv and 
radio it has become the largest single 
advertising medium in the world, and 
it still has room for growth. 

One good illustration of CBS’s po- 
tential is supplied by some of the fig- 
ures it released before the House Judi- 
ciary Committee on the pre-tax profits 
of network-owned stations between 
1953 and 1955. 


1954. 1953 
$1,589,813 $569,08 
$8,206,416 $5,571,777 
$2,480,214 $867,172 


$12,276,443 $7,008,030 
Comparisons Revealing. The im- 
portance of these figures can be appre- 
ciated only when a comparison is made 
with the other two major networks. 
ABC with five tv stations had a total 
1955 pre-tax profit from those units 
of $5,108,314. NBC with five owned 
stations had 1955 pre-tax earnings of 
$15,576,533. Thus CBS with but four 
stations, one operating at a loss, came 
within a $1 million of matching NBC’s 
profits. 

The improvement of earnings of the 
Milwaukee unit coupled with the acqui- 
sition of an established station or the 
addition of a new one, which may 
come when more outlets are authorized 
in underserviced markets, would 
strengthen CBS tremendously. 

Columbia Records, acquired in 
1938, produces popular and classical 
records, along with phonographs and 
tape recorders. It is a generally profita- 
ble division, and its potential this 
year seems particularly bright with the 
tremendous success of its original-cast 
albums of the two Broadway musical 
hits, My Fair Lady (expected to sell 
over $3-million worth) and The Most 
Happy Fella. 

When he announced the shutdown of 






















Stanton 


the set-making unit, Mr. 


stressed the company’s intention of go- 
ing ahead with plans to strengthen its 
tube-making facilities, handled by the 
Hytron div.sion, and its tecanical lab- 
oratory yk. CBS-Hytron produces 
transmitting and receiving tv tubes. 
The profit-making potential of this di- 
vision is a question mark in analyst 
eyes, although it is conceded that with 
the promised boom for color-ty sets 
Hytron may share some general pros- 
perity. 

Columbia also owns six radio sta- 
tions. At one time. radio was the main 
bulwark of this company, but with 
the advent of tv the whole medium 
slipped sharply. However, in the last 
few months there’s been a mild re- 
surgence of radio. Whether it will re- 
main popular or slide back is uncer- 
tain, but any improvement is bound to 
benefit CBS, since its radio operations 
have remained consistently profitable. 


‘S7 Outlook Bright. Just when the 
CBS earnings will show the full benefit 
of these improvements is debatable. 
It’s not likely that in 1956 the earn- 
ings will jum» much above the $2-per- 
share level. In 1955 it earned $1.83 
per share. It will have to take a loss of 
some degree on its disposal of the 
radio and tv line. But starting with the 
second half of 1957 and running into 
1958, its profit potential should start 
climbing. 

For one thing, predictions are that 


(Continued on page 94) 
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WHERE’S 
seieiataicnid | 
in your Budget? 


if it’s missing 


Somebody goofed! 


Yes, sir, people in Wichita, 

Kansas, make money... 

lots of it...and they believe in 
spending it. Total retail sales 

this year will be well over one 
billion dollars, and Wichita is still 
the nation’s fastest-growing 

market with over 125 families a 
week moving in. 

KARD-TV is NBC. KARD-TV is a Low- 
Band Channel. KARD-TV is 

Maximum Power. KARD-TV has a 
1,070-foot tower. If KARD-TV isn’t in 
your budget, call your Petry man now! 
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iN Of YOUR COLOR STATION for the 
Te: CENTER of the NATION 
scams KARD-TV 


WICHITA ® KRARSAS 
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Wall St. (Continued from page 93) 


the national budget for advertising 
will start mounting by about $1 billion 
yearly in the next three years, to give 
us a 1960 total of $12 billion, of which 
$2 billion will go to tv. 

CBS’ earnings should be rolling 
along at a $3-per-share rate by 1958, 
which, from the standpoint of the past 
price-to-earnings ratio, should push the 
stock up sharply. During early June 
trading, the stock (there are two 
classes, but with little distinction be- 
tween them) had been sold at $23 per 
share. By the end of the month it had 
climbed at least five points. 


High-Low Last 


Stock 1956 Quote* 
ABC 32M4- 245% 3034 
ADMIRAL 22%- 17% 7% 
AVCO 7T%- 5% 5% 
CBS 30 - 22% 2956 
DU MONT LABS 10 - 5% 614 
EMERSON 134%4- 8 8% 
GENERAL ELECTRIC 65 - 52% 6436 
GUILD FILMS 3%- 2% 2% 
HOFFMAN 251%4- 20% 20% 
MAGNAVOX 41 - 34 36% 
MOTOROLA 51%- 40% 45 
NATIONAL TELEFILM 5%- 3 5 
PHILCO 36%4- 20% 21% 
RCA 50%- 414% 4356 
RAYTHEON 19%- 13 135% 
STORER 28%%- 22% 27% 
SYLVANIA 55%- 42 5236 
WESTINGHOUSE 65%- 514% 54% 
ZENITH 141144-107 108% 
Over-the-Counter Stocks 
Bid-Asked? 
CONSOLIDATED TV 17 _ -19 


OFFICIAL FILMS 1%4- 2 


*As of the close, July 24, 1956. 
+ As of July 24, 1956. 





Chart (Continued from page 78) 


CBS Bob Crosby Show 3:30-45 Mon.— 
Su Tue.—Carnation, Alt. Wks. Wesson 
Oil:| Wed.—Gerber; ‘Thu.—Toni; Fri.— 
Hazel Bishop Alt Wks S. O. 8S. 3:45-4 
Mon.—Procter & Gamble; Tue. —Best 
Foods; Wed.—General Mills Thu.— 
Procter & Gamble; Fri.—General Mills. 
Arthur Godfrey Time 10:30-45 AM Mon 
Tue. Sus.; Wed.—Easy Washer; 
Tha Manhattan Soap; Fri.—CBS Hy 
tron Alt. Wks. 10:45-11 AM Mon 
ee Brands; Tue.—Norwich Phar- 
macal ; Ved.—Simoniz; Thu.—American 
Home. ne 11:15 AM Mon;—Bristol Myers; 
Tue Kellogg; Wed. Bristol-Myers; Thu 
Kellogg 11:15-30 AM Mon.—Bristol 
yer Tue.—Pillsbury; Wed.—Bristol 





ors; Thu—Piilsbury 

G ary Moore Show 10- 10:15 AM, Mon.- 
Campbell; Tue Sus.; Wed ‘Lever Bros. ; 
Thu.—Sus.; Fri;—Sus. 10:15-30 AM Mon 

Bristol-Myers Alt. Wks. A. E. Staley 
Tue.—Best Foods; Wed.—Chevrolet; Thu 

Toni; Fri Lever Bros. 10:30-45 AM 
Fri.—CBS Hytron, Alt. Wks. ; 10 45-11 AM 
Fri.—General Mills, Alt. Wk > a “td 15 

‘ri : 1 5-3 “XM Fr 


Converted Rice Alt. Wks. S. 0. 8S. 
Art Linkletter’s House Party 2:30-45 
Mon.—Lever Bree ; Tue.—Kellogg; Wed 
: Thu.—Kellogg; Fri.— 
Ss. 5-3 Mon—Campbell; Tue 
-Pillsbury; We 1.—Simoniz; Thu.—Pills- 
bury; Fri.—Swift & Co. 
DEMOCRATIC NATIONAL 
CONVENTION 
pry Electric Cc 
Scheduled, fe T8 ‘Aue ust 12th 
RE rt “BL ICAN NATIONAL 
CONVENTION 
Westinghouse Electric Corp 
As scheduled, Week of August 19th 
NBC— 






Schedule of ‘“‘Spectaculars’’: Producers’ 
Showcase, Mondays, 8-9:30 p.m., will con- 
tinue through Summer every fourth week 
Color. Sunday Spectacular, Sundays, 7:30-9 
p.m., will continue through Summer every 
fourth week. Coler. 





























Newsfront (Cont'd from page 91) 


figures are interpreted to mean that 
while usage of Betty Crocker was be- 
hind Pillsbury in non-Mickey Mouse 
homes, it had a lead over Pillsbury in 
homes where Mickey Mouse was on 
view. On all other shows on which 
cake mixes were advertised, Betty 
Crocker had less usage than Pillsbury. 


“PROJECT CHILDREN.” The BBDO 
coverage of the subject of children’s 
influence on family buying habits and 
entertainment is to be contained in a 
series of studies under the title Project 
Children. For this purpose, the agency 
has established a National Children’s 
Research panel, composed of 3,397 
families with children up to 18 years 
old. There are 7,524 children respond- 
ents on the panel. 

The first Project Children study in- 
vestigated the question, “What do 
Children Watch?,” in relation to 25 
selected tv programs. Results released 
by Ben Gedalecia, director of research 
at BBDO, show that the biggest shift 
in children’s tv selecting occurs during 
the 12-to-14-year age group. 

Disneyland was top choice of chil- 
dren under six, followed by Ding Dong 
School, Howdy Doody, Lassie, Lone 
Ranger, Mickey Mouse Club, Pinky 
Lee, Rin Tin Tin and Super Circus. 
Among children from six to eight, Dis- 
neyland was still first, with Rin Tin 
Tin second and Lone Ranger third. 
Captain Midnight and Robin Hood 
come into favor with this age group, 
while Lassie and Mickey Mouse Club 
maintain their popularity. 


OLDER-AGE PREFERENCES. )js- 
neyland holds its leadership in the 12- 
to-14 group, but in second place 
appears $64,000 Question. And al- 
though Lone Ranger, Rin Tin Tin, 
Lassie, Robin Hood and Mickey Mouse 
Club attract many in this age group, 
newcomers included as favorite shows 
for 12-to-14-year-olds are: Your Hit 
Parade, You Bet Your Life, The Eddie 
Fisher Show, Our Miss Brooks and 
Ozzie and Harriet. 

The 15-to-18 age group shows a 
definite preference for general-appeal 
shows instead of those designed spe- 
cifically for children. The favorite pro- 
grams in this group are Your Hit 
Parade, $64,000 Question, Perry Como 
Show, Disneyland and You Bet Your 
Life. 


7 DAYS A WEEK 
from SIGN ON to 
SIGN OFF 


KSYD TY 


IN WICHITA FALLS, 
TEXAS 
DOMINATES THE MARKET 


10 out of the top 15 shows* 


7 out of the top 10 shows* 
Numbers 1, 2, 3 and 4 shows* 
173 top rated quarter hours 


All On 


KSYD TV 


CHANNEL 


CBS TELEVISION - 100,000 watts 


Syd Grayson: Gen. Mgr. Hoag Blair: Nat. Rep. 


Reference May Pulse 1956 
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It certainly does when you focus on your prospects through 
the one medium that consistently kindles action 
in our four-billion-dollar Industrial Heart of America, 


Tri-State Appliance Company, distributor of Temco heating 
equipment, found out! After using WSAZ-TV — along with 
newspapers and radio, too — for four years, this advertiser saw the 
major share of its sales consistently developing from television. 


So, starting last September, Tri-State Appliance’s entire 
advertising budget went to WSAZ-TV — and only WSAZ-TV — 
for.a concentrated campaign of eight spots each week. 


That was all it took to touch off a blaze of results. “Because of 
this concentrated advertising,” says Tri-State’s general manager, 
“we experienced a 100% increase in our sales over the like 

period of the previous year.” Dealers are delighted. 

Same type of campaign planned for Fall, 1956. 


No need for us to be modest. Similarly warm praise comes - 
from many advertisers who know how WSAZ-TV can light a 
fire under their sales in its 101 rich counties. Spark some 
results for yourself by calling the nearest Katz office. 
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Huntington- 
Charleston, 


West Virginia 
CHANNEL 3 
Maximum Power 
NBC BASIC 
NETWORK 


eS we OS 2 2B 
also affiliated with Radio Stations WSAZ, 
Huntington & WGKYV, Charieston 
Lawrence H. Rogers, Vice President and 
General Manager, WSAZ, Inc. 
represented nationally by 
The Katz Agency 


a 











TELEVISION AGE 


“Not only are newspapers suffering 
a qualitative decline, as revealed by 
TvB’s recent ‘Chicago Study’ but at the 
same time newspapers are suffering a 
quantitative slump—not just in circu- 
lation but, more important, in reader- 
ship,” Oliver Treyz, TvB president, 
told 600 advertising men in Denver 
last month. 

Citing the Denver Post as an ex- 
ample, the TvB head pointed to Starch 
reports showing that fewer women 
were noting each ad per dollar spent 
this year than were reading the ads 
in the same period last year. 


In February 1955 there were 132 
women noters per dollar for the aver- 
age local ad in the Denver newspaper, 
while in February this year there were 
only 108, a decline of 18 per cent. 

Department-store advertising drew 
176 women noters per dollar in Feb- 
ruary 1955, as compared to 155 in 
February this year, and the average 
supermarket ad drew 95 women noters 
in February last year and only 75 this 
year in the same month. 

In April of 1955 the same compari- 
sons showed 126 women noted the 
average local ad, as compared to 116 
in April 1956. The average department- 
store ad in April 1955 attracted the 
attention of 193 women, while in April 
this year only 149 noted it. The aver- 
age supermarket ad in April 1955 drew 
the attention of 90 women, as com- 
pared to 78 being attracted by super- 
market ads in the newspaper in April 
this year. 

“This continuing decline in news- 
paper efficiency, which we have studied 
in a number of cities across the land,” 


August 1956 


a four-week 
review of 
current activity 
in national 
spot tv 


Treyz continued, “reflects changes in 
newspaper rates, newspaper circulation 
and, even more important, in the in- 
terest of women in the advertisements 
being placed in newspapers. 

“We believe the combination of the 
Chicago study, with its indications that 
newspapers are reaching the wrong 
audience for most products, and the 
Starch studies showing the decline in 
newspaper efficiency, should certainly 
cause advertisers to think twice before 
allocating money to what is rapidly 
becoming a double restricted medium,” 
Treyz concluded. 

The Denver talk by the TvB presi- 
dent was the sixth in a series which 
has included New York, Chicago, De- 


troit, Los Angeles and San Francisco. 


AMERICAN PENCIL CO. 
(Doyle Dane Bernbach, Inc., N. Y.) 


Starting the middle of September, American 
Pencil will go through to Christmas with 

a spot campaign for its VENUS PARADISE 
coloring set in Boston, Chicago, Cincinnati, 





Bernard G. Rasmussen, timebuyer at 
Fuller & Smith & Ross, Inc., N. Y., 
is readying Commercial Solvents cam- 


paign. 





REPORT 


Los Angeles and New York. It will use 
late-afternoon minutes on personality shows. 
Jean Simpson is the timebuyer. 


AMERICAN SAFETY RAZOR 
CORP. 


(McCann-Erickson, Inc., N. Y.) 


The maker of GEM RAZORS and BLADES 
is in the midst of a six-week spot 
campaign that began Aug. 1 in some 30 
markets. This is a follow-up to the April 
campaign (see March Spot Report). 
Murray Roffis is the timebuyer. 


ANHEUSER-BUSCH, INC. 
(D’Arcy Advertising, St. Louis) 


The brewers of BUDWEISER have made 
the decision to put their money into spot 
(see May and June Spot Report). But no 
further action will be taken until Aug. 15. 
John Hyatt is the timebuyer. 


CHARLES ANTELL, INC. 
(The Joseph Katz Co., Baltimore) 


The promotion of FORMULA #9 is 
already on, but the market list will be 
expanded in a 10-week campaign using 
both day and night spots. Robert Rowell 
is the timebuyer. 


ARMSTRONG RUBBER CO. 
(Lennen & Newell, Inc., N. Y.) 


Tv spot plays an important part in this 
tire company’s advertising. Armstrong uses 
national and farm magazines to give it 
year-round national coverage. It counts 

on spot to heighten its efforts, especially in 
major markets. Armstrong already has 
placed tv campaigns in 37 markets. 

By the fall it expects to be in 55 

to 60 markets. The company prefers 
nighttime minutes and 20's and, where the 
budget allows, it will buy five- and 10-minute 
news, sports and weather shows. The 
length of the current campaign varies 
according to market, ranging from 13 to 
26 weeks. Robert Widholm is the timebuyer. 


AVON PRODUCTS, INC. 
(Monroe F. Dreher, Inc., N. Y.) 


This cosmetic manufacturer was in seven 
markets last year. This fall Avon will take 
on a greatly expanded spot program, 
placing in markets throughout the country 
with minutes and 20's, mostly in day slots. 
Rudolph Klagstad, media director, supervises, 
and Miss Lee Petry is the timebuyer. 
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..- this is Central East Texas 
where L4iitah 


CHANNEL 9 








PANOLA 











RE 


ges 


SAN JACINTO 








ay | 
...and here’s why... 


@ East Texans receive their live NBC-TV programming 
on KTRE-TV, Channel Nine. 
a @ Channel Nine is the clearest, interference free channel 


in East Texas! 


CHANNEL 9 @ The KTRE-TV A, B, and rural contours blanket the lum- 
LUFKIN, TEXAS ber rich East Texas area covering over 300,000 viewers. 
NBC-TV Programs @ ARB February “A to Z” reports prove KTRE-TV’s 

(Via KPRC-TV, Houston) dominance in the East Texas market. 

Richman Lewin, Vice President & General Manager : = 
Ghocieeiell Wiaiatadie ty @ KTRE-TV’S local programs are tailored for an East 
Venard, Rintoul & McConnell Texas audience with all the home town news and 
New York, Chicago, San Francisco, Los Angeles and Boston activities fully covered on Channel Nine. 





d in the South By 


Clyde Melville Company of Dallcs @ The tallest tower in East Texas and 654 feet above 


average terrain. 
KTRE Radio Dominates, too . .. by any survey ever made! 
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BLOCK DRUG CO. 
(Grey Advertising Agency, Inc., N. Y.) 


The fourth-quarter campaign for POLIDENT 
and POLI-GRIP will get started in Septem- 
ber. As is the custom on these products, 

a new set of markets will be used, with only 
some of those retained from the third and 
preceding quarters. Most of the markets 
which were set to get two exposures this year 
have already had them, consequently the 
fourth-quarter group will be almost entirely 
new markets. Primarily late-night place- 
ments will be sought. Alice J. Wolf is the 
timebuyer. 


BON AMI CO. 
(Ruthrauff & Ryan, Inc., N. Y.) 


Bon Ami is testing its new JET INSTANT 
BON AMI in New York this month. 

If it works out as expected, the company 
will start to spot nationally. If the steel 
strike continues, Bon Ami possibly will 
curtail production and distribution of this 
product, which is packaged in cans. 

In that case, advertising will of course 

be held up. Vince De Luca is the timebuyer. 


MILTON BRADLEY CO. 
(Charles W. Hoyt Co., Inc., N. Y.) 


This game and toy maker will start a 
six-week spot promotion on Aug. 16 in 
selected major markets, using minutes in 
and around daytime women’s and children’s 
shows. Douglas Humm is the timebuyer. 


BRISTOL-MYERS CoO. 
(Doherty, Clifford, Steers & Shenfield, 
Y.) 


Inc., N 
This firm will run a test campaign for 


THERADAN, a dandruff remover. The test 
starts Aug. 6 and will go for 16 weeks, 
using night minutes. Lee Gaynor is the 
timebuyer. 


BURRY BISCUIT CORP. 
(Beacon Advertising Associates, N. Y.) 


Burry has already begun placing 

spot schedules, but it is still in the market 
for more daytime ID placements. 

Howard A. Schwartz, partner, is the contact. 


CARNATION CO. 
(Erwin, Wasey & Co., L. A.) 


EVAPORATED and INSTANT MILK are 
preparing for additional spot activity, leading 
off with alternating weekly ABC Film’s 
Passport to Danger on wBKB Chicago and 
renewing George Bagnall & Associates’ 

I Search for Adventure on wosu-tv New 
Orleans. June Kirkpatrick is the timebuyer. 


CHUNKY CHOCOLATE CORP. 
(Grey Advertising Agency, Inc., N. Y.) 


The candy company will sponsor Television 
Programs of America’s re-run of Captain 
Gallant of the Foreign Legion, to be 
known in syndication as Foreign 
Legionnaire. The half-hour film series will 
start in the fall and be shown twice a 
week on wP1x New York. Other markets 
on the Chunky list are: Boston, Phila- 
delphia, Detroit, Chicago, Cleveland, 
Baltimore, Washington, Buffalo, Cincinnati, 
Syracuse, Providence, Atlanta, Wilkes-Barre- 
Scranton, Albany and Pittsburgh. 

Joan Stark is the timebuyer. 


CLOROX CHEMICAL CO. 
(Honig-Cooper Co., San Francisco) 


The maker of CLOROX has started a spot 
campaign for the first time. It is appro- 
priating around $2 million for this initial 
effort, which got underway July 23 in some 





Alice J. Wolf, recently joined Grey Ad- 
vertising Agency, Inc., N. Y. as time- 
buyer, is placing for Block Drug, Dan 


River and Exquisite Form. 


45 markets. A good part of the credit for 
bringing Clorox Chemical into tv goes to 
TvB, which worked closely with the agency 
and the client in creating this campaign. 
The list of markets available to date are: 
New York, Chicago, Philadelphia, Los 
Angeles, Detroit, Baltimore, Cincinnati, 
Memphis, Houston, Kansas City, Louisville, 
Portland, Ore., Columbus, O., Omaha, New 
Orleans, Denver, Buffalo, Salt Lake City, 
Seattle, Cleveland, Birmingham, Washington, 
Syracuse, Norfolk, Des Moines, Jacksonville, 
Charlotte, San Francisco, Boston, St. Louis, 
Pittsburgh, Wichita, Columbia, S. C., Jack- 
son, Miss., Indianapolis and Oklahoma 
City. John W. Davis, media director, is the 
contact. 


COATS & CLARK SALES CORP. 
(Kenyon & Eckhardt, Inc., N. Y.) 


In the fall Coats & Clark will go all-out 

in tv in promoting its home-sewing and 
needlecraft products. It has bought 
placements on the ABC Afternoon Film 
Festival. In addition, it will buy into 
women’s shows to make sure of coverage 
not given by the network spread. This will 
mean some 25 spot markets in all. 

Mary Dwyer is the timebuyer. 


COMMERCIAL SOLVENTS 
CORP. 


(Fuller & Smith & Ross, Inc., N. Y.) 


The fall campaign for PEAK and NORWAY 
antifreeze will get going in mid-September. 
It will be placed in about 100 markets for 

six weeks and will consist of minutes, 20's 
and ID’s, nighttime only. Bernard Rasmussen 
is the time buyer. 


CONTINENTAL CAR-NA-VAR 
CORP. 


(Product Services, Inc., N. Y.) 


There will be spot activity for the company’s 
new product, CONTINENTAL “18,” a 
water-emulsion wax. The campaign will get 
underway in the fall in about a dozen 
major markets and will spread so that 

the country will be covered by April 1957. 
Julia Lucas is the timebuyer. 


ROBERT CURLEY, LTD. 


(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y.) 


The agency has just taken on this account, 
which was formerly at D-F-S (see May Spot 
Report). They are currently in Milwaukee, 
Minneapolis and Denver. The plans are to 
go into possibly ten to 15 additional markets 
in many areas of the country. To plug its 
hair-styling preparations the company uses 


minute announcements and five-minute 
demonstration films. Jack B. Peters, vice 
president and media director, is in charge 
of the buying, assisted by Beryl Seidenberg. 


DAN RIVER MILLS, INC. 

(Grey Advertising Agency, Inc., N. Y.) 
First time in tv for the firm began July 23 
with promotion of its new WRINKLE-SHED 
fabric on women’s participation shows for 
four to six weeks over the following stations: 
waca-TV Atlanta, WNAc-Tv Boston, WBBM-TV 
and wnsQ Chicago; wsw-tv Cleveland, 
KRLD-TV Dallas, KABC-TV and KNxt Los 
Angeles, WABD, WRCA-TV and WOR-TY 

New York, wcau-tv Philadelphia, Ksp-rv 
St. Louis and kprx-tv San Francisco. 
Alice J. Wolf is the timebuyer. 


EXQUISITE FORM BRASSIERE, 


(Grey Advertising Agency, Inc., N. Y.) 
This firm will fill out its network 
participation on the ABC A/fternoon Film 
Festival with spot coverage in some 40 
markets. It will use daytime minutes, mostly 
film but some live, in women’s shows in 

a 13-week spot effort. 

Alice J. Wolf is the timebuyer. 


GROVE LABORATORIES, INC. 
(Harry B. Cohen Advertising Co., Inc., 


Nn, 2. 


Although there can’t be any buys made 
until around early September, Grove is 
currently mapping out its tv spot campaign 
for 4WAY COLD TABLETS, FITCH 
SHAMPOO and other products to begin in 
early October. The firm’s schedules will be 
approximately the same as last fall’s, when 
it placed “best availabilities” in both day 
and night slots in over 100 markets. 
Beth Black, director of timebuying, 

is the timebuyer. 


HABITANT SOUP CO. 
(Charles F. Hutchinson, Inc., Boston) 


The agency has just been appointed by this 
soup company, and it has announced it will 
run an extensive advertising campaign in 

a number of markets throughout the country. 
Media will include magazines, newspapers, 
television and radio. Charles F. Hutchinson 
is the contact. 


HASSENFELD BROS., INC. 
(Bo Bernstein & Co., Inc., Providence) 


This toy manufacturer is buying 
adjacencies to Mickey Mouse Club in 
selected markets. Margaret C. Lynch 
is the timebuyer. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., 
St. Louis) 


The Roberts, Johnson & Rand branch of 
International Shoe is buying markets in 
all areas of the country for POLL-PARROT 
SHOES. This is a repeat of last year’s 
campaign in which the company placed 
articipating minutes in personality and 
id shows. The campaign is to start at 
different times in various markets between 
Sept. 15 and Oct. 4 and will run for 
13 weeks. Ray M. Schoenfeld, media 
manager, is the contact. 


JAVATOL COFFEE 

(Paul Venze, Inc., Baltimore) 

The campaign for the firm’s SLIMAGIC 
INSTANT REDUCING COFFEE has been 
started in several major markets and is 
being expanded. The company is buying 
saturation schedules of day and night 


August 1956, Television Age 99 





J) 


Al 


100 August 1956, Television Age 


if you want to move a product... 


Sirst move peopl 
WAYZ:? TV 


IN DETROIT 


REPRESENTED NATIONALLY sy BLAIR-TYV 








minutes, using as many as 20 per week. 
Arthur Ramberg is the timebuyer. 


DAVID KAHN, INC. 


(Dowd, Redfield and Johnstone, Inc., 


N. Y.) 
The maker of WEAREVER PENS AND 
PENCILS will initiate a 13-week spot 


campaign beginning late August in about 
25 markets. The company is looking for the 
teenage audience and will place minutes in 


late-afternoon and late-night spots. The 
campaign will hit heavy in the first three 
weeks and then settle down to an even 
frequency in the remaining ten weeks. 
Betty Nasse is the timebuyer. 


KELLOGG CO. 


(Leo Burnett Co., Inc., Chicago) 


The company is promoting FIZZ-ADE, 
a carbonated soft-drink tablet, on the 
west coast. It is buying in kid shows or 





SRA Standards 


The Station Representatives 
Assn. reports excellent progress 
‘n its drive to stabilize tv stand- 
ards and practices. For example, 
ill but two of the tv stations on 
the air designate in their Stand- 
ard Rate and Data listings that 
they accept SRA standards for 
‘ither shared or full-screen, 10- 
second ID’s. 

Similarly, 417 of the 456 com- 
mercial outlets have also adopted 
“operations desk” addresses, to 
which agencies can mail film, 
slides, art, props and the like. 
The designation 











“operations 
desk” saves the agency from hav- 
ing to keep detailed files on pro- 
gramming personnel at each sta- 
tion. It also signals station mail 
room staffs that packages sent 
care of “operations desk” con- 
tain high priority material. 

In addition, some 136 stations 
have adopted the SRA standard 
that allows a station to charge a 
one-minute rate for handling 
cut-ins to network programs. In- 
cidentally, 41 NBC affiliates now 
say “yes” to the standard, while 
only 30 oppose it. 

The newest SRA idea, to stand- 
ardize the forms on which station 
availabilities are listed, is pro- 
gressing nicely, Lawrence Webb, 
managing director, reports. Ap- 
proved by the AAAA, as well as 
by station reps, the forms are in- 
tended, he notes, “to make spot 
easier to buy.” 
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Douglas 


H. Humm, 
Charles W. Hoyt Co., N. Y., is han- 
dling spot campaign for Bradley Toys. 


timebuyer at 


late-evening times; when it can’t get what 
it wants, it is tying this campaign into its 
Wild Bill Hickok or Superman shows. 
Richard Coons, head timebuyer on the 
account, is the contact. 


KRAFT FOODS CORP. 

(J. Walter Thompson Co., Chicago) 
The company is promoting its 
CHEESEBURGER via nighttime 20’s. The 
starting dates in the various markets are 
staggered, but the plans call for the 
campaign to run for five to six weeks, using 
an average of five announcements per 
week. Bernice McTaggert is the timebuyer. 


LEVER BROS. CO. 
(Foote, Cone & Belding, N. Y.) 


Another step in the IMPERIAL 
MARGARINE campaign will be taken soon. 
Penny Simmons, the timebuyer, is on 
vacation and returns Aug 6. This may be 
the time when activity will get going. 


LEWYT CORP. 
(Hicks & Greist, Inc., N. Y.) 


Lewyt will be running schedules of 
minutes in New York, Chicago and 

Los Angeles in the fall. This is in the 
nature of a test. If the firm is satisfied, 
it will extend its spot activity nationally. 
Vince Daraio is the timebuyer. 


LEXOL CORP. 
(Force, Inc., Paterson, N. J.) 


The company produces LEXOL, a liquid 
preservative for leather, and G.A. 50 GLOVE 
WASH for cleaning and preserving gloves 
of leather, wool and fabric. The company is 
now using both national and trade magazines 
and announces future plans for tv and 
radio spot campaigns in selected markets 

in the south and midwest. Lee M. Vanden 
Handel, tv-radio director and account 
executive, is the contact. 


MORTON PACKING CO. 
(Ted Bates & Co., Inc., N. Y.) 


Schedules of day and night minutes in 
15 markets have been started to plug 
Morton’s POT PIES. The campaign will 
run through December. William Warner 
is the timebuyer. 


NATIONAL BISCUIT CO. 
(McCann-Erickson, Inc., N. Y.) 


For its line of NABISCO SWEET GOODS 
the company will be adding markets for 
its half-hour film series, Sky King. Before 
the end of the year it expects to bring its 
total stations carrying the show to around 
100. The company likes to place the show 


in 5 to 6 p.m. slots and also on Saturday 
afternoon and Sunday following network 
kid shows. Paul Clark is the timebuyer. 


PARENTS MAGAZINE 
(David Altman Advertising, Inc., 
Wap 


The proposed spot plans for Humpty 
Dumpty and Children’s Digest, both monthly 
magazines, fell through. Newspapers will 
be used instead. However, tv is still a 
possibility in 1957. Miss Byrne Balton 

is the timebuyer. 


PHILIP MORRIS, INC. 
(N. W. Ayer & Son, Inc., N. Y.) 


There’s been a considerable increase in 
the budget for PHILIP MORRIS 
CIGARETTES. Company has added 15 
markets to its year-round list of 50 markets, 
buying nighttime 20's. (For the list of 
50 markets, see June 1955 Spot Report.) 
The new markets are: Bay City-Saginaw, 
Binghamton, Charleston-Huntington, 
Davenport, Des Moines, Grand Rapids, 
Greensboro, Greenville, Johnstown, 
Kalamazoo, Knoxville, Lancaster, 
Oklahoma City, Salt Lake City, Tulsa and 
Utica. Isabel Ziegler is the timebuyer. 


PHILIP MORRIS, INC. 
(Ogilvy, Benson & Mather, N. Y.) 


Here’s more on the SPUD campaign: tv spot 
schedules in each area will run initially 
for four weeks. The company bought in 
the east in July and is buying in the south 
this month. In September it will hit in the 
midwest and also in two more eastern 
markets, Baltimore and Washington. 

The average frequency will be six prime 
slots per week. As indicated in July Spot 
Report, this division is buying some new 
time of its own wherever it goes, as well 
as using PM franchise placements. 
Martin Kane is the timebuyer. 


LYDIA E. PINKHAM 
MEDICINE CO. 


(Harry B. Cohen 
Inc., N. Y.) 

A nine-week campaign will get underway 
in September for this company in about 
25 markets, consisting of day and late- 
evening minutes. Art Harrison 

is the timebuyer. 


Advertising Co., 


QUAKER CITY CHOCOLATE 
AND CONFECTIONARY CO. 
(Adrian Bauer and Alan Tripp, Inc., 
Philadelphia) 

This candy company will sponsor CBS 
Television Film Sales’ Brave Eagle 
syndication series, starting in the fall in 
the following seven markets: New York, 
Philadelphia, Detroit, Cleveland, Chicago. 
Pittsburgh and either Baltimore or 
Washington. Elmer Jaspan, tv-radio 
director, is the timebuyer. 


QUAKER OATS CO. 
(John W. Shaw Advertising, Inc., 
Chicago) 


The company is shopping around the 
country for 26 weeks of daytime minutes 
to be used for its AUNT JEMIM A CORN 
BREAD MIX. Roberta Landers is 


the timebuyer. 


RAY-O-VAC CO. 
(Howard H. Monk & Associates, 
Rockford) 


This maker of batteries and flashlights will 
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be running a spot campaign in 27 markets, 
starting this month. Betty Swords, media 
director, is the timebuyer. 


READER’S DIGEST 
(Schwab and Beatty, Inc., N. Y.) 
Look for spot activity in the fall from 


ress. George F. Perkins is the timebuyer. 


REMINGTON ARMS CO., INC. 


(Batten, Barton, Durstine & Osborn 
Inc., N. Y.) 

This Du Pont subsidiary is aiming for a 
September start on a 10-week spot 
campaign in 40 to 50 markets. It is buyin 












this magazine. Plans are currently in prog- 


> 


g 





minute participations on sports shows, 
especially hunting and fishing programs, 
and is placing an average of two per week. 
Tru Elliman, with the help of 

Jackie Moore, is buying. 


S & W FINE FOODS, INC. 
(Foote, Cone & Belding, 
San Francisco) 


The company is on the lookout for 
half-hour shows to be placed in western 
markets. Helen Stenson is the timebuyer. 


SANDURA CO., INC. 
(Hicks & Greist, Inc., N. Y.) 


This company is looking for half-hour 
film shows in both New York and 
Philadelphia. Vince Daraio is the timebuyer. 


SINCLAIR REFINING CO. 


(Morey, Humm & Warwick, Inc., 

N. Y.) 

This oil company is looking for top-rated 
chainbreaks in all of its markets. The plan 
is to get underway around Sept. 11 with a 
15-week campaign, using an average of 
three or four spots per week. 


RIGGIO TOBACCO CORP. 


(MacManus, John & Adams, Inc., 
N. Y.) 


The manufacturer of REGENT KING SIZE 
CIGARETTES has started its reported 
$2-million advertising campaign in the 
Middle Atlantic and New England markets, 
using radio and newspapers. Gradual 
expansion of its coverage is expected during 
the rest of the year. Plans are now being 
made to include tv spot. Roger Bumstead 

is the timebuyer. 
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MAXIMUM POWER: 316,000 watts 
MAXIMUM HEIGHT: 1010 feet 


TOPEKA, KANSAS 
Ben Ludy, Gen. Mgr. 
WIBW- & WIBW-TV in Topeka 
KCKN in Kansas City 
Rep: Capper Publications, Inc. 
ces ABC 








Kathryn Shanahan is the timebuyer. 


SOCONY MOBIL OIL CoO., INC. 
(Compton Advertising, Inc., N. Y.) 
The oil company bought the new NTA half- 
| hour film series for use in 67 midwestern 
markets. The weekly telecasts will get 
underway October 1. Hal Davis is the 







Take 


SUNDAY 


for example! 





timebuyer. 
All day Sunday—from early morn- STANDARD BRANDS, INC. 
ing until midnight—this A. R. B. (Ted Bates & Co., Inc., N. Y.) ef 


report shows WIBW-TV the most- | 
watched station in the 20-county | | 
TopekAREA. 


or SATURDAY | 


On Saturdays from sign-on until a oe. oe, So Te 
Studios, Sunkist’s products department has 
6:00 P.M. WIBW-TV has the | come in as poorest in 40 a Wea Oil 
lion’s share of the audience. We and Snowdrift’s 80-market buy of the 
: . Roach-produced half-hour film series, 
lose only nine quarter-hours to five | Blondie. When Wesson made the deal 
other stations in photo finishes. 


Vitapix agreed to try to improve time slots 
or ANY WEEK DAY || 


wherever the company isn't satisfied. This 
process is‘now going on and, accordingly, 
there may be cancellations in markets where 
better times can’t be arranged. A Vitapix 
spokesman told Tv AcE that when the series 
gets underway in October, he is confident 

We can’t show you all the ex- 

amples of WIBW-TV’s daily leader- 
ship. Why not study your A. R. B. 
for the TopekAREA and apply your 
own buying “yardstick”? Based on a 
cost-per-thousand viewing homes, 


the market count will be 80 or better. 
And, too, there will be one or more 

WIBW-TV will be your automatic 

first choice. 


The Pets’ Food Division is coming in with 
a 16-week spot campaign in 12 markets 
for HUNT CLUB DOG FOOD. The 
schedules start Aug. 13 and consist of 
day and late-evening minutes. 

Larry Donino is the timebuyer. 


SUNKIST GROWERS, INC. 
(Foote, Cone & Belding, L. A.) 


In connection with the new alignment 
between Vitapix Corp. and Hal Roach 





co-sponsors with Wesson in the areas not 
covered by Sunkist. Lydia R. Hatton is 
the timebuyer. 


SUN OIL CO. 
(Ruthrauff & Ryan, Inc., N. Y.) 


There will be a test for a BLUE SUNOCO 
campaign in Florida, with national coverage 
to follow. Yince De Luca is the timebuyer. 


SWIFT & CO. 
(McCann-Erickson, Inc., Chicago) 


Swift is still buying night announcements 
and programs for ICE CREAM and 
FROZEN MEATS, as mentioned in June 
Spot Report. Esther Anderson is 

the timebuyer. 


SWIFT & CO. 
(J. Walter Thompson Co., Chicago) 


For its JEWELL SHORTENING the 
company has been buying nighttime 20's to 
run 15 weeks in the south and southwest. 
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Something new 
under the Florida sun! 


Miami, the 25th largest market in the nation, is now served by 
a great, new VHF television station ...WCKT, Channel 7. 


WCKT: CHANNEL 7 
MIAMI 


pi 8ic BASIC TELEVISION AFFILIATE SOLD BY (NBG) SPOT SALES 








The campaign was slated to start around 
Aug. 1. Ellen Carlson is the timebuyer. 


TAYLOR-REED CORP. 
(Hicks & Greist, Inc., N. Y.) 


The company is using Romper Room in 
New York and Philadelphia for COCA 
MARSH. In September it will add 


Terrytoons over wor-tv New York and is 
looking for another half-hour, live kids’ 
show in Philadelphia. It is also interested 
in children’s programs for Boston, New 
Haven, Baltimore and Washington. 
Vince Daraio is the timebuyer. 


TENNA-ROTOR, INC. 
(Foster & Davies, Inc., Cleveland ) 
The company is considering announcement 





HOWARD SPOKES, formerly chief 
timebuyer at Cunningham & Walsh, 
Inc., New York, on the Chesterfield 
cigarettes account, has switched ca- 
reer fields as well as agencies. Mr. 
Spokes is now in the tv programming 
and production department at J. Wal- 
ter Thompson Co., New York, working 
on the Ford show. 





ROGER BUMSTEAD, formerly 
media director of David J. Mahoney, 
Inc., New York, and now with Mac- 
Manus, John & Adams, Inc., as media 
director in New York, is timebuying 
for most of the accounts MJ&A ac- 
quired when it absorbed the Mahoney 
agency (White Rock, Good Humor, 
Noxzema and Thomas bread), plus 
Regent king-size filter cigarettes, 
which MJ&A took over Aug. 1. 





JAMES J. McCAFFREY, vice pres- 
ident and media director at Ogilvy, 
Benson & Mather, Inc., New York, has 
been elected a senior vice president 
and director. Mr. McCaffrey has been 
with the agency four years. Among 
the OB&M accounts are Lever Bros. 
Dove and Good Luck margarine, 
Helena Rubinstein, Spud cigarettes 
and Thom McAn shoes. 





Personals 


TED R. MEREDITH, associate di- 
rector of media at the Griswold-Eshle- 
man Co., Cleveland, has been pro- 
moted to director of media. Mr. Mere- 
dith has been with the agency since 
1948. Among the Griswold-Eshleman 
accounts are the B. F. Goodrich Co. 
and the Jenney Mfg. Co. 


JOHN MORENA, formerly time- 
buyer on Chesterfield at Cunningham 
& Walsh, has gone with account to 
McCann-Erickson as broadcast super- 
visor. New broadcast buyer on Ches- 
terfield is CY GOLDIS, formerly time- 
buyer on Ford at J. Walter Thompson, 
N. Y. 


TOM HOLLINGSHEAD, formerly 
timebuyer at William Esty Co., New 
York, has moved to McCann-Erickson, 
Inc., that city, working on American 
Safety Razor Co., Stegmaier beer 
(Wilkes-Barre), Hampden beer (Bos- 
ton) and Columbia Records, among 
others. 





MARK BYRNE, media executive at 
William Esty Co., New York, has been 
elected a vice president. Mr. Byrne 
has been with Esty nine years in its 
media department. The agency han- 
dles such ty-active accounts as R. J. 
Reynolds Tobacco Co., Colgate-Palm- 
olive Co. (Fab, Vel, Brisk) and Bal 


lantine beer. 


ARNOLD WESTER, who has supe:- 
vised William Esty Co.’s television 
commercial and programming activ- 
ities on the west coast for the last five 
years, has been elected a vice presi- 
dent. He will continue in charge of the 
Hollywood office. 


LYDIA HATTON, timebuyer at 
Foote, Cone & Belding, Inc., Los An- 
geles, was recently married to Donald 

Reeve of Robinson-Hannagan 
Assoc., Hollywood. 
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schedules to be bought around both 
convention and election programs. Miles C. 
McKearney, vice president, is the contact. 


TONI CO. 

(Tatham-Laird, Inc., Chicago) 
Schedules for BOBBI HOME PERMANENT 
are currently running in a batch of markets, 
and the company is stepping up its activity, 
adding to what it already has and buying 
night minutes in new markets all around 
the country. This increased coverage will 
last until the end of the year. 

Leone Lemberg is the timebuyer. 


MRS. TUCKER’S FOODS, INC. 
(Bryan Houston, Inc., N. Y.) 


As indicated in July Spot Report, spot 
activity for this account, a division of 
Anderson, Clayton & Co., is currently getting 
underway. The schedules, which are two- 
thirds daytime and one-third night spots, 
are running in the following 32 markets: 
Little Rock, Denver, Peoria, Rockford, 
Evansville, Indianapolis, Davenport-Moline- 
Rock Island, Des Moines, Sioux City, 
Waterloo-Cedar Rapids, Wichita, Baton 
Rouge, Duluth, Minneapolis-St. Paul, Kansas 
City, St. Louis, Lincoln, Omaha, Albu- 
querque, Oklahoma City, Tulsa, Amarillo, 
Austin, Dallas, El Paso, Fort Worth, 
Houston, Lubbock, San Antonio, Waco, 
Madison and Milwaukee. Put this down as 
another accomplishment for TvB, which 
plugged along with the agency to get this 
important client to see the power of tv’s 
impact. Robert Boulware is the timebuyer. 


WHITEHALL PHARMACAL CO. 
(Ted Bates & Co., Inc., N. Y.) 


Buying of daytime minutes is going on for 
PRIMATENE. Nat Gayster is the timebuyer. 


WHITE KING SOAP CO. 
(Erwin, Wasey & Co., L. A.) 


Winding up its previous commitments (see 
June Spot Report), White King is getting 
ready for some new purchases. First contact 
is the renewal of NBC Film’s Badge 714 
on KTTv Los Angeles. Muriel Bullis is the 
timebuyer. 


STEPHEN F. WHITMAN & SON, 
INC, 


(N. W. Ayer & Son, Inc., N. Y.) 


This candy company just finished a three- 
week campaign of nighttime ID’s in 61 
markets. Whitman will lay off until fall 
when it will renew its usual 13-week 
pre-Christmas promotion in the same 61 
markets. Jeanne Nolan is the timebuyer. 


WILDROOT CO., INC. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


There will be a spot campaign for 
WILDROOT, using late-night minutes in 
select scattered markets and getting 
underway September 3. Several markets have 
already been bought, but there are still more 
to come. While Gertrude Scanlan is on 
vacation, her assistant, Kay Brewer, is 
taking over the buying. 





























Ivy covers the walls of some 30 colleges and universities in the Prosperous 
Piedmont Section of North Carolina and Virginia . . . home of WFMY-TV. Major 
institutions of higher learning such as the University of North Carolina, Duke 
University, Wake Forest College, and Woman’s College of the University of North 
Carolina, make the Piedmont one of the educational centers of the world. 


Education, industry and agriculture team up to make this 50-county area 
one of the top TV markets in the nation. . . $2.5 billion worth. And WFMY-TV — 
with full 100,000 watts power on Channel 2 — has been the dominant selling 
medium here since 1949. With unduplicated CBS coverage, WFMY-TYV gives you 
sales power unequalled by any station or group of stations in the area. 







To “educate” your sales and profits in the Prosperous Piedmont, call your 
H-R-P man today. 


Martinsville, Va 
Danville, Vo 
Reidsville 
Greensboro 
Winston-Salem 
Salisbury 
Chapel Hill 
Durham 

High Point 





Pinehurst 

Sanford GREENSBORO, N. C. 

Fort Bragg Represented by 

WFMY-TV. . . Pied Piper of the Piedmont Harrington, Righter & Parsons, Inc. 
"First with live TV in the Carolinas” 





“Since 1949” 


New York — Chicago — San Francisco — Atlanta 
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F; ilm (Cont'd from page 47) 

rector, Walter Schwimmer Co., offers 
this comment: “There is more interest 
by agencies in using syndicated mar- 
kets on a national spot basis. They find 
syndicated film comes up with higher 
rating and is better for individual 
slotting in tough markets.” 

“There is a decided trend on the 
part of advertising agencies to seek 
out worthwhile film programs in selec- 
tive markets on an individual basis 
and to work directly with station repre- 
sentatives,” opines Harold Goldman, 
vice president in charge of sales, Na- 
tional Telefilm Associates, Inc. “That 
method is growing in popularity with 
agencies since it enables them to give 
their clients the most advantageous 
time availabilities throughout the coun- 
try. That situation is due, in no small 
degree, to the shortage of prime time 
availabilities. This shortage will bring 
this concept into sharper focus during 
the coming fall season.” 


Interest Sharpens 


Peter M. Robeck, national sales 
manager, tv-film division of RKO Tele- 
radio Pictures, Inc., says, “Certainly, 
during the last year or two, the interest 
in and use of syndicated film by na- 
tional advertising agencies has acceler- 
ated markedly, both in half-hour ma- 
terial and in feature films. . . . Many 
are using half-hour material as a ve- 
hicle, but an even greater number have 
found gratifying results through the 
use of feature films, generally on a 
participating basis but not infrequently 
on a totally sponsored basis.” 

Leslie Harris, vice president, CBS 
Television Film Sales, Inc., in his reply, 
presents several salient factors which, 
he feels, have caused the evolution in 
the thinking of national agencies so 
that they are “looking with more and 
more favor upon the national spot 
booking of syndicated film shows these 
days.” 

“With a good network franchise so 
difficult to obtain at this time,” Mr. 
Harris says, “and with the success 
stories of national advertisers who are 
using syndicated film pouring in every 
day, the advertising agencies are turn- 
ing in ever-increasing numbers to the 
national spot buy. They are learning 
the positive values of using syndicated 
film: the fact that they can pinpoint 
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Tv Sells Toys 


“IT am stunned,” said Clair 
Bigham, Jr., owner and operator 
of the Teddy Bear Toy Shop of 
Salinas, Calif., after analyzing the 
sales results from KSBW-TV spots 
advertising the store’s opening. 
“My volume was eight times what 
I expected for the opening. This 
is the greatest advertising I ever 
saw.” The shop uses participa- 
tions on a KSBW-TV children’s 
program, the Fun Club (4-5 p.m. 
Mon.-Fri.). About $350 of its 
$450 monthly budget goes into 
tv. Uncle Gary, who conducts the 
Fun Club, appeared at the Teddy 
Bear Toy Shop opening, which 
attracted nearly 4,000 children. 
“IT am ready to sign for five 
years” of television, declared the 
happy owner. 


(Note: For other toy advertisers see “‘Sporting 
Goods & Toys,”” TV AGE, July 1956.) 











their advertising in markets where they 
actually need it and that they can 
choose time periods which are best in 
each market situation. . . . They can 
merchandise their programs even bet- 
ter in syndication than they can on the 
network. Because the time is purchased 
directly from the station—thereby giv- 
ing the station a much greater stake 
in the success of the program—the ad- 
vertiser can look for more help in 
point-of-purchase merchandising and 
on-the-air promotion than he could 
otherwise expect. . . . It is the adver- 
tising and the merchandising of the 
local film program which go in like 
the infantry at the grassroots level and 
really do the job. One further point is 
that a multi-product national adver- 
tiser can advertise the product which is 
the most applicable to each area. He 
can take advantage of geographical 
and seasonal buying habits, and he has 
the flexibility to add markets as his 
area of distribution is enlarged or drop 
markets as his area of distribution 
becomes smaller.” 

From these typical comments, there 
seems to be no doubt that film syndi- 
cators are convinced that their prod- 
ucts are being recognized and used, 
and will continue to be so, by the na- 
tional-regional agencies and _ their 
clients. 

Is, however, the rest of the syndi- 


cation picture as rosy? What of the 
effect, present and future, of the recent 
Hollywood releases? 

About this highly-charged situation 
there is less unanimity among industry 
leaders. Greatly troubled is a spokes- 
man for Governor Television Attrac- 
tions, Inc., who answers, “The shock 
of suddenly having a surplus of first- 
run product after years of scant pick- 
ings will undoubtedly cause certain 
stations to make unfortunate deals such 
as the early huge bulk deals. These 
deals seem attractive on the surface, 
but they have a way of backfiring. . . . 
Eventually the stations and distributors 
will once again take stock of what is 
best for them and evolve sensible 
policies.” 

On the other and less-worried side 
of the viewing room sits John J. Cole, 
vice president in charge of sales, Guild 
Films, who says, “The recent releases 
of Hollywood features have had very 
little effect on tv film programming. 
Most of them are merely replacing old 
and tired film features.” 

Michael M. Sillerman, executive 
vice president of Television Programs 
of America, takes a watchful-waiting 
approach: “It is still too early to evalu- 
ate the effect of the release of feature 
backlogs for tv. The majority, by far, 
of our clients—stations, agencies and 
advertisers alike—tell us that they do 
not consider features an adequate sub- 
stitute for the half-hour programs, live 
or film. So far we have seen no appre- 
ciable indication that feature pictures 
are taking éver time periods previously 
allocated to half-hour films. Obviously, 
though, the features now being re- 
leased are important to stations spe- 
cializing in this kind of programming 
and to ‘late show’ operations.” 


Too Early 


Many of the syndicators who replied 
to the TV AGE questionnaire chose not 
to comment on this question. Most of 
these refrained because it is “too early 
to tell.” 

However, others like George Shupert 
of ABC Film Syndication do not hesi- 
tate to report on their early observa- 
tions. Mr. Shupert says that his firm 
“recently conducted a survey among 
all television stations, a portion of 
which was devoted to questions on fea- 
ture films. Preliminary tabulations 
based ona return of 30 per cent re- 
vealed that 82 per cent of the stations 

















replied ‘No’ in response to a question 
asking if they plan to increase the num- 
ber of hours of feature film program- 
ming during the 1956-57 season.” 

David A. Bader, vice president of 
Atlantic Television Corp., says, “In 
some markets the new releases have 
raised the prices and in some they 
have lowered them. The recent releases 
have also driven the ‘just ordinary’ and 
‘run-of-the-mill’ pictures out of the 
market except in isolated spots where 
price is more important than quality. 
Fortunately, stations of the latter type 
are changing their thinking because 
they know their viewers will resent it, 
now that there is so much quality 
product available.” 

“Happily,” states CBS Television’s 
Leslie Harris, “we don’t have to be 
concerned about the recent mountain 
of feature films. . . . There have always 
been features available and, although 
they may not all have been as good as 
some of the recent releases, the pattern 
of showing them at various stations 
will be just about the same as be- 
ee 


Market is Firm 


“Most stations we have talked to,” 
Mr. Keever of NBC Television Films 
advises, “are planning to buy features 
only to replace their present older fea- 
tures . . . the market for first-run syn- 
dicated film programs is most firm.” 

Harold Goldman of NTA states, 
“The public’s anticipated enthusiasm 
for the better Hollywood feature films 
will gradually cut into present pro- 
gramming structure and we will even- 
tually see the station operators turning 
to feature film to build audiences 
which in turn will attract more adver- 
tising dollars. The trend is perceptible 
now as program directors are pro- 
gramming more and more 90-minute 
shows.” 

Herman Rush, vice president in 
charge of sales at Official Films, Inc., 
is of the opinion that the recent re- 
leases have brought about “an im- 
provement in the quality of movies 
available to the tv audience and a 
lowering in the general price structure 
of feature sales to tv due to the large 
quantity of such product available to 
buyers.” 

Teleradio’s Peter Robeck points out, 
“Although it seems inescapable that 
the large numbers of quality features 

(Continued on page 108) 








MAKES PLAIN GOOD SENSE...AND A 
GOOD BUY TO NATIONAL ADVERTISERS 
IN THE WBEN-TV MARKET 


If your product is for a woman, or her home, or her family, 
Marion Roberts can profitably sell it for you in Western 
New York. 


For Marion has been doing just that for more than 50 
food, appliance, home-product manufacturers since 
1952 on WBEN-TV. Selling women comes easy to 
Marion. Prior to her “Plain and Fancy” programs she 
traveled the menu-making trail from Ciudad Juarez 
to Edmonton, Alberta. 


Today she cooks “on camera” and fills her morning 
shows with things that Western New York home- 
makers want to hear and learn about... from sewing 
hints and home budgeting to party planning and food 
preparation. 


Rating-wise, cost-wise, coverage-wise it makes plain 
good sense to consider “Plain and Fancy Cooking, 
Plain and Fancy Talk” . . . Monday through Friday, 
9:30 a.m. on Channel 4. 






WBEN-TV 


BUFFALO e CH <§ 
CBS BASIC 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 


THE PIONEER STATION of WESTERN NEW YORK 
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available will further stifle new pro- 
duction of half-hour material for syn- 
dication, this, it appears, is a relatively 
temporary condition. Tv’s appetite for 
film is voracious. Perhaps as many as 
8,000 features have already been con- 
sumed, many of these of a distinctly 
inferior quality. There remain still un- 
consumed only about 4,500, most of a 
vastly superior quality. Since, in the 


final analysis, superior entertainment 
will inevitably find its way to the pub- 
lic, there will always be room for both 
types of syndicated programming.” 

Arthur Pickens, Jr., of Schwimmer 
believes that “saturating feature-film 
slots with too much product is forcing 
the price down and increasing the in- 
terest of stations and agencies in syn- 
dicated product.” 

Screen Gems, Inc., advances the fol- 
lowing view: “The result has been a 
rejuvenation of interest in feature-film 


Syndicated Films in Production 


ABC FILM SYNDICATION, INC. 


Code 3, mystery adventure, half-hour, com- 
pleting first 39 of series now being sold for 
syndicated sale. 

Forest Ranger, outdoor adventure, half-hour 
a made, currently available for network 
sale. 

Renfrew of the Mounted, adventure, half- 
hour, pilot made, currently available for net- 
work sale. 

The Force, adventure, half-hour, three to 
five episodes to be available in fall for syn- 
dication. 


ATLANTIC TELEVISION CORP. 


Atlantic’s Champion Package, 10 full length 
features, three titles available now (Johnny 
the Giant Killer, Night is My Kingdom and 
Storm Warning), three available in Septem- 
ber (Marilyn, Master Plan and Sleeping 
Tiger), and four available in October (The 
Champion, Home of the Brave, Johnny Holi- 
day and Too Late for Tears). 


CBS TELEVISION FILM 
SALES, INC. 


Assignment Foreign Legion, adventure, half- 
hour, 26 episodes currently in production, 
ready for release soon for national or syn- 
dicated sale. 

My Favorite Husband, comedy, half-hour, 
13 episodes ready for immediate release for 
syndication sale. 

The City, adventure, half-hour, one pilot 
ready soon for network or national spot sale. 


GUILD FILMS CO., INC. 


Here Comes Tobor, science-fiction, half-hour, 
currently being offered on regional and na- 
tional basis, 39 episodes planned 
Captain David Grief, South Sea adventure, 
half-hour, shooting has started, 39 scheduled 
for regional and syndicated sale. 


MCA-TV FILM SYNDICATION 
aye ncaa 


Hudson’s Secret Journal, drama, half- 
inn 39 episodes of the second group in 
series, ready in fall for syndicated sale. 
The Rosemary Clooney Show, musical va- 
riety, half-hour, 39 episodes now available 
for syndicated sale. 


NBC TELEVISION FILMS 


Frontier, western drama, half-hour, 30 epi- 
sodes ready for October 1 release for syn- 
dicated sale. 

(Two additional half-hour series planned for 
late fall release for syndicated sale.) 


NATIONAL TELEFILM 
ASSOCIATES, INC. 


Paramount Short Subjects, 1,400 shorts rang- 
ing from five to 30 minutes, currently being 
packaged in different categories for syndi- 
cated sale. 
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Sheriff of Cochise, western adventure, half- 
hour, pilot made, ready for national sale. 
20th Century-Fox Package, 52 full-length 
features, currently being sold, to begin play- 
ing in fall. 


OFFICIAL FILMS, INC. 


The Adventures of Robin Hood, costume ad- 
venture, half-hour, 39 episodes for network 
renewal by Johnson & Johnson and Wildroot 
Co. over CBS Television. 

The Adventures of Sir Launcelot, costume 
adventure, half-hour, 39 episodes for NBC- 
TV network presentation by Lever Bros. and 
Whitehall Pharmacal Co. 

The Buccaneers, costume adventure, half- 
hour, 39 episodes for CBS Television net- 
work presentation by Sylvania Electric Corp. 


WALTER SCHWIMMER CO. 


All-Star Golf, sports, one hour, 26 episodes 
to be ready January 1957. 


SCREEN GEMS, INC. 


Call McCall, comedy. Plans to be announced. 
Captain Charlie’s Showboat, musical, half- 
hour, two pilots to be ready no later than 
January 1957. 

Captain Midnight, adventure, half-hour, 39 
episodes for CBS Television network re- 
newal by The Wander Co. for Ovaltine. 
Circus Boy, adventure, half-hour, 39 episodes 
for NBC-TV network presentation by Rey- 
nolds Metals Co. 

Father Knows Best, comedy, half-hour, 39 
episodes for NBC-TV network renewal by 
Scott Paper Co. 

Ford Theatre, anthology, half-hour, 39 epi- 
sodes, for ABC-TV network renewal by Ford 
Motor Co. 

Girls About Town, situation comedy, half- 
hour, two pilots to be ready no later than 
January 1957. 

Ivanhoe, costume adventure, half-hour, two 
pilots to be ready no later than January 
1957. 


Playhouse 90, anthology, 90 minutes, a mini- 
mum of eight to be made for CBS Tele- 
vision presentation with participating spon- 
sors. 

Rin Tin Tin, adventure, half-hour, 39 epi- 
sodes for ABC-TV renewal by National Bis- 
cuit 

Shore Leave, situation comedy, half-hour, 
two pilots to be ready no later than January 
1957. 


Texas Rangers, adventure, half-hour, 39 epi- 
sodes for CBS Television renewal by Curtiss 
Candy Co. and General Mills, Inc. 

The 77th Bengal Lancers, adventure, half- 
hour, 39 episodes for NBC-TV presentation 
by General Foods Corp. 

Western Hour Theatre, a series of Columbia 
Pictures western features to run one hour, 
starting on NBC-TV network September 15 
with participating sponsors. (NBC has an 
option on 78 of these films.) 

You Can’t Take it With You, situation 


programming with the advent of qual- 
ity and class pictures. Station enthusi- 
asm for this solid programming is 
matched by advertiser interest in iden- 
tification with this programming.” 

Richard H. Ullman, head of the firm 
of the same name, finds that “the re- 
cent release of Hollywood features 
has strengthened the position of inde- 
pendent stations as well as certain 
hours of network stations where these 
can be accommodated.” 

Leslie Winik of Winik Films Corp., 


comedy, half-hour, two pilots to be ready no 
later than January 1957 


STERLING TV CO., INC. 


Bowling Time, sports, one hour, 13 addi- 
tional episodes in current series for syn- 
dicated sale. 


TELEVISION PROGRAMS OF 
AMERICA, INC. 


Captain Gallant of the Foreign Legion, ad- 
venture, half-hour, 26 episodes for NBC-TV 
renewal by H. J. Heinz Co. (This series is 
syndicated in non-Heinz markets under its 
original title, but will be started in Heinz 
markets as re-run under title, Foreign 
Legionnaire). 

Fury, adventure, half-hour, 18 episodes for 
NBC-TV renewal by General Foods and The 
Borden Co. 

Lassie, adventure, half-hour, 39 episodes for 
CBS Television renewal by Campbell Soup 
Co. 

Last of the Mohicans, adventure, half-hour, 
first episodes of 39 already underway. 

New York Confidential, drama, half-hour, 39 
episodes will be made. 

Private Secretary, comedy, half-hour, 39 epi- 
sodes for CBS Television by American To- 
bacco Co. (Series also sold in syndication 
as re-run under title, Susie.) 

Tugboat Annie, comedy-drama, half-hour, 
number of episodes to be made as yet un- 
determined. 

Waldo, comedy, half-hour, 39 episodes will 
be made. 


RICHARD H. ULLMAN, INC, 


Colonel Bleep, animated stories, half-hour, 
39 episodes will be ready (in color) by 
January 1957. 

Weather Reports, information, one-minute 
and 20-second announcements, there will be 
60 various weather reports (in color) cover- 
ing every conceivable type of weather. 


WINIK FILMS CORP. 


Famous Fights, sports, 52 quarter-hours and 
26 half-hours, currently available for syn- 
dicated sale. 


ZIV TELEVISION PROGRAMS 


Annapolis, anthology, half-hour, pilot made, 
39 episodes will be made, as yet undecided 
as to how it will be sold. 

Dr. Christian, drama, half-hour, 39 episodes 
now in production, selling now in syndica- 
tion for fall showing. 

Highway Patrol, adventure, half-hour, al- 
ready starting to shoot second series of 39 
which will be ready for release in early fall. 
I Love a Mystery, mystery detective, half- 
hour, pilot made, further plans not yet 
decided. 

West Point, anthology, half-hour, 39 episodes 
will be made for CBS Television network 
presentation by General Foods Corp. 


























states, “This is a real threat to film 
syndicators. Time is hard to find now, 
and these features which are so time- 
consuming do not help us.” 


And, finally, from Ziv comes this 
opinion: “Only in rare cases has there 
been direct competition with syndi- 
cated shows, either for time slots or 
advertising dollars. The Hollywood 
shows aren’t flexible because of their 
longer lengths. The situation may 
change, however, as more Hollywood 
product flows into the market, but it 
will effect re-runs more than first-run.” 

There is, in spite of the diversity 
of opinion regarding the effect of the 
Hollywood releases, an underlying cer- 
tainty in the minds of all syndicators 
that they can and will weather the 
flood. In fact, judging from the replies 
to the TV AGE questionnaire, there is a 
definite feeling of optimism among 
most film syndicators. They are con- 
fident they can continue to make head- 
way with national-regional clients and 
agencies and, concurrently, they be- 
lieve their films, made especially for 
television, will not have to take a back 
seat to the Hollywood feature-length 
releases. 

This confidence among tv syndica- 
tors prevails, too, on the subject of 
re-runs. In reply to the question, 
“Where will there be the market for 
re-runs?” Official’s Herman Rush re- 
plies, “Anywhere there is an audience 
and a product to be sold.” And Mr. 
Rush goes on, pointing out with justi- 
fiable pride an Official programming 
policy which has spread throughout 
the industry, “We note that [even] the 
networks are employing increasing use 
of re-runs, especially in strip-program- 
ming situations, a concept initiated in 
syndication by Official with My Little 
Margie just about a year ago.” 

CBS vice president Leslie Harris af- 
firms his faith in both re-runs and the 
method for programming them. 
“Rather than losing any of our mar- 
ket, actually we have gained because of 
this relatively new concept of strip- 
ping,” he says. 

The Screen Gems spokesman con- 
curs: “Recent successes of daytime 
strip programming through the use of 
important re-run properties point the 
way for an increasing use of re-runs in 
daytime programming.” 

There are, however, some dissident 


(Continued on page 110) 











Rich soil... rich pasture lands...a rich area saturated by 
WBNS-TV coverage. That’s Columbus ...home of the Ohio 
State Fair... where this month approximately 750,000 WBNS- 


TV fans will see: 
The world’s largest sheep and wool show! 
A display of dairy and beef cattle 
representing Ohio’s No. 1 Farm enterprise! 
The largest Junior Fair in America! 
Hogs . . poultry and grain entries ..and over 


300 industrial and commercial exhibits! 


This is one of the many reasons why Columbus 
is a great market, and why WBNS-TV’s view- 
ing preference in this market assures you of 
a rich return on your WBNS-TV advertising 
dollars. 


Number 3 in “Columbus Market” Series 
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WBNS-TV 
COVERAGE FACTS 


TOTAL POPULATION 
1,872,900 
TOTAL FAMILIES 
556,000 
TOTAL TV HOMES 
500,400 
45.2% average 
share of audience 
in this 3 station 

market. 

15 out of 15 Top 
once-a-week shows. 
9 out of 10 Top 
multi-weekly shows. 


(Source: Columbus 
Tele-pulse June 1956) 
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voices raised. Leslie Winik, for one, 
takes exception to the general cheerful- 
ness. “The desirability of re-runs will 
decrease rapidly as more product finds 
its way into the market. The only slot 
for them now is in the fringe times and 
as fillers.” Atlantic’s David Bader, too, 
has his reservations about the situa- 
tion. “There will be a market for re- 
runs only in multi-station markets like 
New York, Los Angeles, Chicago and 
such. And then only the very, very best 
of the feature and half-hour products 


will be considered. This is truly a buy- 
er’s market.” 

But, as indicated, a considerable 
majority of the film distributors 
queried in the TV AGE survey feels that 
re-runs are still up-river material. Ziv, 
for instance, after pointing out the ef- 
ficacy of re-runs in multi-station mar- 
kets and on a strip basis, reminds, 
“Color will also be a factor in the sale 
of re-runs. The color show, even if seen 
in black-and-white, will have a quality 
of newness.” 

“There will always be a market for 
re-runs,” states NBC Television’s Jake 
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Keever, “providing the program was 
highly successful entertainment in its 
first run.” 

And, concludes George Shupert, 
“Since re-run ratings have always 
compared—and will continue to com- 
pare—favorably with first-run ratings, 
and since re-runs are more economical 
than first runs, the market for re-runs 
will continue to be favorable. Strip 
shows are economical and are excel- 
lent spot carriers either for a variety of 
advertisers or a single advertiser who 
wants to embark on a saturation ad- 
vertising campaign.” 

In summing up the opinions of syn- 
dicators on the problems which con- 
front them in this year of decision, one 
fact stands out: they are confident. 

Do they have just cause for this 
confidence? Or are they merely 
whistling in their darkrooms? The 
decision lies not in what mysteriously 
appears through a crystal ball in some- 
one’s back room but, as always, in 
what comes out on the 21-inch picture 
tube in some 37 million living rooms. 
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Baxter (Cont'd from page 55) 


go down the corridors.” 

Whatever the subject Dr. Baxter has 
discussed before the television camera 
—Keats or Browning or Shakespeare— 
the world of books has felt the impact. 
The Los Angeles City Library was the 
first to beg to be tipped off in advance 
of his broadcasts so it could brace for 
the rush. “Even our bookmobiles in the 
desert were stripped,” the county li- 
brarian said. A Fort Monmouth, N. J., 
librarian wrote that soldiers following 
the Shakespeare broadcasts had asked 
for lists of additional reading. A New 
Yorker wrote, “Sir, you are breaking 
me. I’ve bought ten new books this 
fall.” A Texas librarian told me, “He’s 
the best pal the libraries ever had.” 


Defies Tv Pessimists 


Driving people to reading is not 
what most educators had expected of 
television. In its early days, most 
moaned over lugubrious statistics show- 
ing that we are becoming a non-book- 
reading people, and this new medium, 
they said, would only darken the situa- 
tion. But Frank Baxter has reminded 
millions of people of lines and scenes 
and sentiments they once cherished, 
and he has informed other millions of 
a wisdom they never knew existed. And 
he defies the pessimists who deplore 
the adolescent mentality of television 
addicts. 

Frank Baxter made his television 
debut in 1953, over station KNXT in 
Hollywood. Already hard-worked with 
his big crop of students, he made it 
almost mournfully. But his university 
requested it of him. Besides, he had 
some passionate convictions about the 
social responsibility of the teacher in 
the field of the creative arts. “At a 
time when our population is beginning 
to be beset by the problem of leisure,” 
Dr. Baxter says, “it is the teachers who 
must plant the good seed toward the 
harvest of our national culture.” 

It was in 1952 that the Federal Com- 
munications Commission, heeding the 
pleas of educators, wrote them a mag- 
nificent blank check by reserving air 





* Note: Stations include kunt Houston; xtue Los 
Angeles; wkanr-tv Michigan State U., East Lansing, 
Mich.; woepv Pittsburgh; waa-tvy U. of Wisconsin, 
Madison; xgep San Francisco; weer Cincinnati; Ketc 
St. Louis and xvon-tv U. of Nebraska, Omaha. 


space for 242 educational television 
stations. But two years later only ten 
such stations took to the air.* Legisla- 
tors were budget-shy, and education 
turned out to be either vacillating about 
what it wanted to do or snobbish about 
doing anything at all. Some 200 poten- 
tial centers have never picked up their 
option to use their air space. 

However, when the Columbia Broad- 
casting System-owned station in Holly- 
wood, KNxT, gave USC an hour, the 
university authorities tapped Frank 
Baxter. Allotted the lack-lustre hour of 
11 on Saturday mornings, Dr. Baxter 
predicted an audience of three retired 
librarians and one bedridden old man. 

To everyone’s amazement, the pro- 
fessor never even had to build an au- 
dience. Apparently people were not 
only waiting, but waiting with pen in 
hand. Suddenly Dr. Baxter was no 
longer a professor in a single class- 
room; within weeks his class encom- 
passed a vast area of the west coast. 
with his students coming from every 
walk of life. A little shopkeeper in Los 
Angeles said she shut up shop on 
Saturday mornings, invited neighbors 
in for cake and coffee during the 
Shakespeare hour. A mother wrote that 
her 14-year-old son came in off the 
street and brought his playmates to 
watch. “You have interested him in 
reading for the first time in his life,” 
she said. A letter from a retired farmer 
propounded a giant question, “How do 
you get started learning things?” 


Colleagues Ribbed Him 


But things went better on the air than 
in Dr. Baxter’s own profession. Al- 
though hundreds of school and college 
teachers applauded him, some of his 
colleagues over the country ribbed a 
reputable teacher for “selling out to the 
masses.” One quipped, “You’re in show 
business now, Baxter. Let’s see you 
dance a_ buck-and-wing.” Another 
called him “Liberace of the Library.” 

But Baxter was unconcerned. One of 
the great paradoxes of America, he 
knew, was its glorification of learning 
between ivy-covered walls—and the 
often simultaneous ridicule of learning 
on the outside. Further, while he knew 
his audience was destined to remain 
somewhat smaller than that attracted 
by the World Series, say, the hungry 
response of thousands of listeners em- 

(Continued on page 112) 
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CHANNEL 13 
IT’S A SELLER’S MARKET, 
but we can give you 


the BIGGEST BUY yer! 


TIME: Now, while we're still new... 
with rates set to offer low cost per im- 
pression . .-. choice availabilities are 
still open. 

PLACE: Huntington — Ashland — Charles- 
ton and Portsmouth Markets. The rich, 
prosperous, tri-state area of more than 
1,250,000 population conservatively meas- 
ured from mail responses. 

SCENE: WHTN-TV with the largest trans- 
mitting antenna in the world . . . 316,000 
watts of power for maximum. effective 
coverage . . . a built-in audience of more 
than 200,000 sets . . . popular basic ABC 
network programs, outstanding local live 
shows and top-notch films. 

ACTION: Get on our “bandwagon” and 
g-r-0-w with us! After only one month of 
maximum power, Channel 13 showed 
36.8% audience increase over the first 
audience report. 


CALL US: Huntington, West Virginia, 
JAckson 5-7661, or our representatives: 
Edward Petry & Co., Inc. 
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boldened him to give a dynamic dem- 
onstration of their genuine cultural 
interest. This he did by offering Shake- 
speare on tv for credit—the first tele- 
vision course to be given for credit in 
Southern California. A $5 fee covered 
the cost of making up a course outline 
for listeners to follow, and students 
wanting credit paid the university an 
additional $7 and took an examination. 

With the university’s facilities flood- 
ed by applications for the study guides, 
Dr. Baxter began teaching thousands of 
students each week. They ranged in age 
from 16 to 93. Of the 1,200 who actu- 
ally enrolled, some 350 applied for 
credit and took the final examination 
which was given at the university itself. 
Here Dr. Baxter met his student-listen- 
ers personally for the first time. They 
included housewives, truck drivers, 
writers, doctors, businessmen, musi- 
cians, actors, salesmen, school teachers, 
farmers. 


Broadcast Everywhere 


Two later Shakespeare courses over 
KNXT attracted hundreds of additional 
students for credit from an estimated 
million listeners. Thanks to kinescope, 
the three series of Shakespearean lec- 
tures have been broadcast ever since by 
both commercial and ETV stations in 
every part of the nation and are still 
going strong. 

In the summer of 1954, broadcasting 
coast-to-coast every Sunday, Dr. Baxter 
attracted his first following in sub- 
jects other than Shakespeare. During 
this program, called Now and Then, 
he ranged amiably through the whole 
of literature—touching upon every- 
thing from the ancient Egyptians’ hymn 
to the sun, to Edwin Arlington Robin- 
son. The National Association for Bet- 
ter Radio and Television named this 
series the best education and informa- 
tion tv program in the nation. 

Beginning this August, every one of 
the nation’s educational television sta- 
tions, now numbering 23, is scheduling 
a total of 63 of Dr. Baxter’s kine- 
scoped programs. These include his 
Shakespeare telecasts and a new series 
on the Renaissance. With many com- 
mercial stations scheduling these pro- 
grams in areas which no educational 
stations cover, the size of future audi- 
ences will dwarf those of the past. “The 


remarkable thing that’s happening,” a 
university spokesman explained to me, 
“is the repeat business. New York City 
has already repeated the entire series 
of 45 Shakespeare programs, and Bos- 
ton will be repeating for many months 
to come. The mail starts swamping us 
and then we know Baxter’s on some 
place again—Milwaukee, Houston, 
Seattle. It’s incredible.” 

Significantly, most letters request 
guidance in reading. To take care of 
the requests, the professor drew up a 
list of 50 great titles constituting an 
introduction to the English and Amer- 
ican novel of the last half-century. 


Can’t Replace Teachers 


Despite the tonnage of mail, Dr. Bax- 
ter continues to feel that no use of tele- 
vision can ever take the place of the 
classroom teacher because it provides 
no immediate give-and-take, no way for 
the human mind to sharpen itself 
against other minds. Nor, with all its 
sensory appeal, can it ever substitute 
for a book. The professor says crisply, 
“Television is not a vending machine 
for higher learning. And the coaxial 
cable alone will not pump culture into 
anyone’s veins.” Nevertheless, it can 
open doors; it can serve as an invita- 
tion to learning. And to his way of 
thinking, it affords education the mag- 
nificent opportunity of giving its tal- 
ents to the American people, many of 
whom are ready and eager for a cru- 
sade in cap and gown. 
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TELEVISION AGE 


Report by Markets, 
August, 1956 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the fig- 
ures and their sources, contact the sta- 
tions. Outlets equipped to carry net- 
work or local color are listed with the 
number of color sets in each market, 
where such figures are available. Aster- 
isks indicate stations equipped for color 
but which have been submitted no 
figure. Italics indicate stations not yet 
on the air, channel numbers and target 
dates. Daggers (+) indicate that the 
station has asked that no set count 
figure be published. 


In addition to set figures the two 
principal executives of each station are 
listed. 





Totals 


Total commercial stations: 466 
Total markets: 302 

Total estimated b&w sets: 38,184,000 
Total estimated color sets: 86,340 











City Station Vhf Uhf Color 





ALABAMA 
WABT 366,400 ° 
Henry P. Johnston, p. & mng. d.; 
Charles F. Grisham, v.p. Pky 


sls. 

WBRC-TV 361,000 200 

J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Nayior, g. sls. m. 

WMSL-TV 32,100 

Frank Whisenant, p. & g. m.; 
Louis C. Blizzard, st. m. 

Dothan WTVY 37,500 

F. E. Busby, v.p. & g. m.; 
L. Williams, sls. m. 

WALA-TV 128,70¢ 

W. O. Pape, p.; H. K. Martin, 
exec. v-p. 

WKRG-TV 187,500 bd 

C. P. Persons, Jr., v.p. & g. m. 

WCOV-TV 78,500 25 

Hugh M. Smith, g. m. 
Morris South, loc. sls. m. 

WSFA-TV = 138,125 

Hoyt Andres, v.p. & st. m. yo 
C. Hughes, c.m. 


Birmingham 


Decatur 


Jerry 
Mobile 


Mentgomery 


ARIZONA 
KVAR (see Phoenix) 

KOOL-TV___ 175,000 500 
Kenneth Morten. st. m. & nat. s!s. 
m.; James S. Dugan, sls. m. 

KPHO-TV 143,880 

Richard B. Raw's, g. m. ; Howard 
Stalnaker, c. m. 

KTVK 175,000 200 

Roger bal Duzer, st. m.; Burton 


KVAR i. 480 

Dwight Harkins, m.; 2. W. 
arvey, c. m. 

KDWI-TV 

D. we a p.; 


Hay: 
KOPO-TV ™58,839 
E. S. Mittendorf, g. m.; 
Perlin, sls. m. 
KVOA-TV 53,168 _- 
Clinton D. McKinnon, p.; J. C. 
Underwood, Jr., sls. m. 


Mesa 
Phoenix 


S == 
(Bill) 


Tucson 
James W. 


Bernie 
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Set Count: 


Station vhf Unf Color 





Yuma 


E! Dorado 
Fort Smith 


Little Rock 


Pine Bluff 


Texarkana 


Bakersfield 


Chico 


Eureka 


Fresno 


Les Angeles 


Redding 


Sacramento 


Salinas 


San Diego 


Tijuana, Mex. 


San Francisco — 


San Jose 


KIVA 27,500 
Ray C. Smucker, g. m.; Richard 
Newland, sls. m. 


ARKANSAS 


KRBB 47,500 

Bruce B. Compton, st. m. & sls. m. 

KFSA-TV 

Millman Rochester, g. m. ; Roland 

Hundley, sls. m. 

KARK-TV 159,904 150 

T. K. meeten, v.p. & g. m.; Lee 
Bryant, c. 

KATV (see Pine Bluff) 

KTHV 179,350 

B. G. Robertson, g. m.; 


Hutt, c.m. 
KATV 118,694 bd 
John H. Fugate, g. m.; Ben 
Holmes, nat. sls. m. 
KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 


rw TV 100, — — 
H. Constort. v.v. & g 

KERO- TV 179,000 300 

Gene DeYoung, p. & g. m.; Ed 
Urner, v.p. & nat. sis. m. 

KHSL-TV 70,900 

M. F. Woodling, st. m.; 


100 
Wm. V. 


George 


William B. Smullin, p.; Donald 
H. Telford, st. m. 

KFRE-TV 250,000 

Edward J. Frech, v. p. & st. m.; 
Robert Klein, nat. sls. m. 

KJEO 173,000 500 

Joseph Drilling, v.p. & g. m.; W. 
O. Edholm, c.m. 

KMJ-TV 170,000 400 

Perry Nelson, st. m.; Wilson Lef- 
ler, sls. m. 

KABC-TV 2,368,464 a 

Hiton 


Selig J. Seligman, g. m.; 
Rule, gen. sls. m. 

KCOP 2,368,464 

Jack Heintz, v.p. & g. m.; Ames 
Baron, sls. m. 

KHJ-TV 2,444,064 2,738 


John T. Reynolds, v.p. & g. m.; 
Howard L. Wheeler, sls. m. 


KNXT 2,368,464 a 
James T. Aubrey, Jr., g. m.; 
Robert D. Wood, gen. sls. m. 
KRCA 2,444,00 2,738 
Thomas C. McCray, v.p. & g.m.; 

James Parks, sls. m. 
KTLA 2,470,423 3,015 
Klaus Landsberg, g. m.; Robert 
Mohr, g. sis. m. 
KTTV 2,470,423 a 
Richard A. Moore, p. & g. m.; 


John R. Vrba, hy Vee chg. sls. 
KVIP 
George C. Fieharty, p. & g. m 
KBET-TV 390,000 
Jack H. Schacht, 

George J. Kapel, sls. m. 
KCCC-TV 210,000 
Ashley L. Robison, ex. v. p.; A. 

J. Richards, v. p. chge. sls. 
KCRA-TY 356,840 1,500 
Sung ¢. Kelly, p. & g. m.; Robert 


"300 
v.p. & g. m.; 


E, Kelly, nat. sis. m. 
KGMS- TY tie) “Oct. 56 
KSBW-TV_ 110,879 


John C. Cohan, p. & g. m. : Gre- 
ham H. Moore, sls. m. 


KFMB-TV 418,997 _ 

er Ae a g. m.; Bill Fox, 

KFSD-TV_. 407,000 225 

William E. tze, g. m.; Jay 
Grill, sls. m. 

XETV 401,096 — 


Julian M. Kaufman, v.p. & g. m.; 
William G. Mueller, bus. m. 

1,200,000 

James H. Connoily, v.p.; David M. 
cks, gen. sls. 


KPIX 1,206, 717 1,250 

Philip G ‘Lasky, Ss m3 uu 
Simon, sls. m. 

KRON-TV 1,206,717 1,112 

Harold P. See, g. m.; Norman 
Louvau, sls. 

KSAN-TV 310,000 oe 

Norwood J. Patterson, g. m.; Bob 
Kane, nat. sls. m. 

KNTV 545,479 — 

Douglas D. Kahle, g. m.; Fran 























City Station Vht Uhf Color 
Conrad, sls. m. 
San Luis KVEC-TV  108,i14 — 
Obispo Les Hacker, g.m.; Si Darrah, c. m. 
Santa KEY-T 227,918 _ 
Barbara Colin M. Selph, p.; Thomas C. 
Chace, rgni. sis. m. 
Stockton KOVR 1,263,097 -- 
Terry Hamilton Lee, g. m.; Frank 
King, g. sls. m. 
Tulare 250,000 — 
Bob Lee, opertns.; Ron Freeman, 
g. m. sis. m. 
COLORADO 
Colorado KKTV 68,820 _- 
Springs James D. Russell, p. & g. m.; 
Robert D. Ellis, v.p. & sls. d. 
KRDO-TV 44,000 — 
mosey W. Hoth, Jr., p., g. m. & 
sls. 
Denver KBTV 377,689 
Joseph 7 st. m. ; John Henry, 
nat. sis. ° 
KLZ-TV 377,689 381 
Hugh —~ ee p. & g. m.; Jack 
Tipto g. sis. m. 
KOA-TV 377,689 381 
William Grant, p. & g. m.; Wil- 
liam F. aetren, sis. m. 
KTVR 377,6 _ 
Jon R. McKinley v. p. & g. m.; 
Arthur C. Stringer, nat. sis. m. 
Grand KREX-TV 16,873 
Junction Rex G. Howell, p. & g.m. & sls. m. 
Montrose KFXJ-TV 
(Satellite of KREX-TV, Grand 
Junction) 
Pueblo KCSJ-TV 56,000 - 


Ray J. Williams, p. 
Croll, ¢.m. 


& g. m.; Jim 
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New Stations 
Kvip (7) Redding, Cal. Laurence W. 
Carr; George C. Fleharty; William B. 
Nystrom; Clay Douglas Ross; 
H. Voorhies; Carl R. McConnell; Mor- 
K. Cohen; Robert L. 
Branham Co., rep. 
WESH-TV (2) Daytona Beach, 
Affiliate: CBS. W. Wright Esch, 
treas., 40 per cent; A. B. Esch, sec., 


George 


ris Hammett. 

Fla. 
pres.- 
40 
20 


rep. 


per cent; Louis Ossinsky Sr., v. p., 
per cent. Edward Petry & Co., Inc., 
Kvso-Tv (12) Ardmore, Okla. John 
F. Easley, owner. 
WwBIR-TV (10) 
filiate: CBS. Radio Cincinnati, 
per cent; Hulbert Taft Jr., chairman; 
John P. Hart, pres., Gil- 
more N. Nunn, v. p., 30 per cent; Rob- 
ert L. Ashe, v. p., 7.5 per cent; Martha 
Henderson Ashe, 
cent. Katz Agency, 


Af- 
30 


Knoxville, Tenn. 


Inc., 


10 per cent; 


sec-treas, 22.5 per 
Inc., rep. 

KILT-Tv (13) El Paso, Tex. Barton 
R. McLendon, pres., 50 per cent; Gor- 
don B. McLendon, v. p., 49 per cent; 
Cecil Hobbs, sec-treas. H-R Television, 
Inc., rep. 

Affili- 


owner. 


KUAM-TV (8) Agana, Guam. 
ate: NBC. Harry M. Engel Jr., 


Young International, Ltd., rep. 
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City Station Vhf Uhf Color 
CONNECTICUT 
Bridgeport WICC-TV 72,340 os 
Philip Merryman, p. & g. m.; 
Manning Slater, sls. m. 
Hartford WGTH-TV 360,000 _ 
John O. Downey, g. m.; George H. 
Morris, sls. m 
New Britain WKNB-TV 373,596 400 
Peter B. Kenney, exec. v.p. 
Py — Scott, nat. sls. m 
New Haven WNHC-TV 548,702 155 
Edward C. Obrist, m.; J. Vincent 


Callanan, sls. m. 
TV 


Waterbury WATR- 217,554 — 
Samuel R. Elman, g. m. & c.m. 
DELAWARE 
Wilmington WPFH 2,051,000 = 


Glen Lau, c. m. 
DISTRICT OF COLUMBIA 


Washington WMAL-TV 600,000 
is ay > erick S. Houwink, g. m. ; Neal 
, sls. m. 
WRC-TV. 754,000 Lng 
Carleton D. Smith, v.p. & g. 
Joseph Goodfellow, dir. of x 
WTOP-TV 704,300 175 


George F. Hartford, v.p. chge. tv. ; 
Robert A. J. Bordley, sls. d. 

WTTG 700,000 

Les'ie G. Arries, Jr., g. m. ; Perry 
Walders, nat. sls. m. 


FLORIDA 


T. S. Gilchrist Jr., 
Daytona Beach WESH-TV 
Walter Strouse, st. & c. m. 


v. p. & g. m.; 


Fort WITV 375,000 
Lauderdale C. Edward Little, g. m.; John 
Crocker, sls. m. 

Fort Myers WINK-TV 23,500 — 

J. a g. m. & sls. 
Jacksonville WJHP-T 98, 396 50 
T. S. Gilchrist, te g. m.; Willard 
Fraker, sls. 
WMBR-TV 295, 000 bd 


Charles M. Stone, v.p.; David H. 
Booh 


er, g. sls. m. 
WCKT 
James M. LeGate, st. m. 


Miami 











Television Age 
will be 
published 
every 
other Monday 


starting 





SEPT 


10 


1956 




















114 August 1956, Television Age 

















City Station Vhft Uhf Color City Station Vhf Uhf Color 
WGBS-TV 278,869 401 Decatur wT 188,000 _— 
Walter Koessler, mng. d.; Dick W. L. Shellabarger, p. & g. m.; 
Sloan, sls. m. Robert Wright, st. m. 
witvs 371,500 1,200 Harrisburg WSIL-TV 34,692 — 
Lee Ruwitch, v.p. & g. m.; John O. L. Turner, st. m. 
S. Allen, v.p. chge. s Peoria WEEK-TV 244,420 1,137 
Orlando WDBO-TV 164,000 40 Fred C. Mueller, g. m.; William 
Harold P. Danforth, Sr., p., g. m. J. Flynn, c. m 
& sis. m. WTVH-TV 169,000 1,000 
Panama City WJDM 31, _ Henry P. Slane, p.; Harold V. 
rry C. Babb, st. m.; Byron Phillips, sls. m. 
Hayford, sls. Quincy KHQA-TV 149,060 
Pensacola WEAR-TV 152,500 Walter Rothschild, g.m.; Paul Mil. 
Mel Wheeler, p. & g. m.; Milt de len, sls. m. 
Reyna, Jr., asst. g¢.m. WGEM-TV 150,000 ‘_— 
St. WSUN-TV 215,500 _ Joe a ey g. m.; J. Ben 
Petersburg Fred Shawn, Bago Bernard L. Stewart. 
Kobress, sls. Rockford WREX-TV “272,695 150 
Tallahassee WCTV (see Thomasville, Ga.) Joe Baisch, g.m.; Al Bilardello, 
Tampa WFLA-TV 319,542 500 sls. m. 
George W. Harvey, v.p. & g. m.; WTvo 116,000 ~s 
William B. Faber, sls. m. Harold Froelich, g.m.; Edward 
WTVT 301,900 500 Ruppe, sls. m. 
w. Walter Foe, | v.p., gm. & nat. Rock Island WHBF-TV 285,427 500 
a m.; Paul M. Jones, loc. sls. Leslie C. Johnson, v.p. & g. m.; 
Maurice Corken, asst. g. m. & 
West Palm WEAT-TV 90,000 sls. d. 
Beach = 2. ty g.m.; Ed J. Hen- Springfield wics 115,500 — 
Milton D. Friedland, g. m.; War- 
winocrv * 997, 015 ren King, loc. c. m. 
Theodore A. Eiland, g.m.; W. F. 
Housner, sls. m. INDIANA 
Anderson WCBC-TV—(61) Sept. 1, °56 
Bloomington wrsy 647,781 - =_ 
rt Lemon, g. m.; orman 
GEORGIA Cissna. asst. m. & sls. d. 
Albany WALB-TV 45,000 _ Elkhart WSJV-TV 215,814 — 
James -— Gray. p.; Tom Still- Paul C. Brines, bdestg. d. & c. m.; 
wagon R. Morgan Lumpp, sls. prom. d. 
Atlanta WAGA-TV. 542, 900 500 Evansville WFIE-TV 126,088 _ 
Glenn Jackson, v.p. & mng. d.; Ted Nelson, g. m.; Robert Dean, 
John be oe Jr., asst. mng. sls. m. 
d. for WTVW—(7) Sept. 1, °56 
WLW-A * 548,250 WEHT (see Henderson, Ky.) 
ar af cece g. m.; Guy Tiller, Fort Wayne WKJG-TV 148,064 100 
Edward G. Thoms, v.p. & g. m.; 
WSB-TV 545,210 350 Carleton B. Evans, c. m. 
John M. Outler, Jr., g. m.; Marcus WIN-T (see Waterloo) 
Bartlett, st. m. Indianapolis WFBM-TV 660,000 1,000 
Augusta WIJIBF 188,502 50 William F. Kiley, g. m.; Don 
Donald M. Kelly, Jr., Me & g. m.; Menke, c. m. 
Tom J. Henessey, s WISH- TV 660,000 1,000 
WRDW-TV 169, 400 Robert B. McConnell, v.p. & g.m.; 
J. W. Hicks, g. m.; Lou Stratton, George W. Diefenderfer, Jr., d 
sls. m. nat. sls. serv. 
Columbus WDAK-TV 136, 959 Lafayette be ag 2 116,500 300 
E. Bc ers. st. m.; Joe Wind- O. E. Richardson, p., g.m., & sls. 
m.; Henry Rosenthal, asst. m. 
WRBL-TV 187,327 *_— Muncie WLBC-TV 107,250 20 
=e 5 Bell, g. m. ; George Jenkins, W. F. Crete, v 
sls. South Bend WNDUTV 177,000 400 
Macon WMAZ-TV 117,778 *_— Bernard C. Barth, v.p. & g. m.; 
Wilton E. — g. m.; Frank William Thomas Hamilton, sls. 
Crowther, c. m. 
Rome WROM-TV 174,330 WSBT-TV |. 185,000 50 
Ed McKay, m.; Chas. Doss, c. m. Neal B. Welch, g. m.; Richard W. 
Savannah WSAV-TV 150, 501 100 Holloway, nat. s's. m. 
Harben Daniel, p. & g. m.; Tom Terre Haute WTHI-TV 184,400 35 
Belcher, c. m. J. M. Higgins, g. m.; George A. 
WTOC-TV 150,699 ‘_— Foulkes, nat. sls. m. 
W. T. Knight, Jr., p. & g. m.; Waterloo WIN-TV 139,625 * — 
Ben Williams, v.p. & c. m. Ben B. Baylor, Jr., v.p. & g. m.; 
Thomasville WCTV 82,500 Robert C. Currie, Jr., prog. m 
L. Herschel Graves, g. m.; W. L. 
Woods, nat. sls. IOWA 
Ames WOI-TV 325,000 *— 
Richard B. Hull, d.; Robert C. 
— Cedar Rapid: KCRG-TV one 8T7 on 
Boise KBOI-TV 65,600 ar Rapids = 
Westerman Whillock, p. & g. m. —, b L ee g.m. ; Robert Cc. 
snare” dé m. & c. m. WMT-TV 334,977 150 
Walter E. Wagstaff, v.p. & g. m.; William B. Quarton, g.m.; Lewis 
Barry Tucker, sls. m. Van Nostrand, g. sls. m. 
Idaho Falls KID-TV 54,085 Davenport WOC-TV 317,902 7 
N. Layne, g. m.; Claude Cain, Ernest C. Sanders, resident m.; 
o m. , Mark Wodlinger, resident sls. m. 
Lewiston KLEW-TV__ 20,000 — Des Moines KRNT-TV t hess 
Willard “Pete” Thomas, g. m.- Robert W. Dillon, v.p. & g. m. 
sls. m. Paul M. Elliott, ¢. m. 
Twin Falls KLIX-TV 21,000 — WHO-TV 284,500 100 
Week 2. Malware, ve. & ©. =; te Eg OF Ee 
oe een ee. SS Fort Dodge v 36,812 — 
Edward Breen, p. & g. m.; Max 
Mason City KGLO-TV 135,922 
ILLINOIS asen Uity om ’ = 
Bloomington WBLN-TV 50,000 = — a te, vo. & ¢ @.: 
Walter Rothschild, nat. sls. m. 
_— S. Rough, p ye ; Bill Ottumwa KTVO (see Kirksville, Mo.) 
tevens, asst. m. & sls. m Sioux City KTIV 187,743 350 
Champaign WCIA 312,028 fags Dietrich Dirks, p. & g. m.; L. L. 
August C: Meyer, p.; Guy Main, McCurnin, sis. m. 
vV-p. & sis. d. Vv 2 179.521. 
Chicago WBBM-TV 2,323,200 1,000 Arthur - Smith, ae. wo, aa 
H. Leslie Atlass, v.p. & g. m.; Sullivan, adv. d. . 
George Arkedis. sis. m. Waterloo KWWL_TV 324,866 300 
WBKB 2,397,500 : 
R. J. McElroy, st. m.; Don E. 
Sterling C. Quinlan, V.D.; Matthew Inman, sis. @ 
E. Vieracker, g. m. > i ae 
Sey A cy 000 . Theod 
a 
ae ore We- KANSAS 
NBQ 2,287,000 3,500 Goodland KWGB-TV—(10) Sept. 15, '56 
Jules Herbuveaux, v.p. g. m.; Great Bend KCKT-TV 144,350 -- 
ohn M. Keys, sls. Victor E. Baum, mng. d.; Otis 
WDAN-TV 00: —Danville Cowan, c. m. 
Max Shaffer, st. m.; John D. Eck- Hutchinson KTVH 234,125 bd 
ert, sls. d. (Wichita) Howard O. Peterson, g. m.; E. wW. 


























City Station Vhf Uhf Color 
Dallier, g. sls. m. 
Pittsburg KOAM-TV 161,851 os 
E. Wade, g. & sls. m. 
Topeka WIBW-TV 147, 
we Se Ludy, g. m.; Hilton aetae 
Wichita KAKE-TV 235,620 
Martin Umansky, g. m. ; Donivan 
D. Waldron, nat. sls. m 
a 265,430 1,000 
William J. Moyer, v.p. & g. m.; 
Don Sbarra, sis. d. 
KENTUCKY 
Henderson WEHT 99,203 45 
Cecil M. Sansbury, g. m.; Charles 
C. Palmisano, sls. m. 
Lexington WLEX-TV t a 
Earl L. Boyles, ~ v.p. & g. m.; 
Jim_ Pennock, sls. m. 
Louisville WAVE-TV 506,966 100 
Nathan Lord, v.p. & g. m.; Ralph 
Jackson, c. m. 
WHAS-TV ——+ a 
Victor A. Sholis, d.; Albert J. 
Gillen, sls. d. 
LOUISIANA 
Alexandria KALB-TV 126,400 
Wi'lard L. Cobb, . m.; Marvin 
Reuben, nat. s 
Baton Rouge WAFB-TV 104,000 _ 
Tom E. Gibbens, p. & g. m.; Ron 
Litteral, sls. m 
162,8 
J. Roy |< g. m.; Guy oula 
lee. als 
Lafayette KLFY-TV 75,000 20 
James W. pone, g. m.; Quitman 
Henley, sls. 
Lake Charles KPLC-TV 100; 537 
— hg ~sag g.m.; Pelham Mills, 
KTAG-TV 62,167 _ 
William F. Hession, g. m.; Harper 
Clarke. asst. m. & sls. m. 
Monroe KNOE-TV 300,200 120 


New Orleans 


Shreveport 


Bangor 


Paul H. Goldman, v.p. & g. m.; 
as Ansell, Jr., tv sls. & prom. 
WDSU-TV 394,323 625 


Robert D. Swezey, ex. v.p. & & 
m.; A. Louis Read, v.p. & c 
WJMR-TV 157,816 "535 
George A. Mayoral, v.p. & g. m. 
Paul Beville, sls. m. 
KSLA 166,000 25 
Winston B. Linam, st. m.; Deane 
R. Flett, sls. m. 


KTBS-TV 209,695 200 
Patrick J. White, st. m.; Marie 
Gifford, c. m. 
MAINE 
WABI-TV 98,650 


Leon P. Gorman, Jr., g. m. ; Mil- 
ww Chapman, loc. sls. m. 
Murray Carpenter, o. & g. 

Rudolph —. v.p. & bus. = 


Poland Spring WMTW 


Portland 


Baltimore 


Salisbury 


Adams 
Boston 


Springfield 


Ann Arbor 


Bay City 


John H. Norton, Jr., Bie & gm.: 
Paul Tiemer, sls. 

WCSH-TV 190, 200 10 

William H. ag mng. d.; Jack 


Atw 
WGAN-TV "185; 000 100 
Creighton E. Gatchell, vp. & 
g- m.; Richard E. Bates, sls. m. 


MARYLAND 
WAAM 673, 112 
Ken en, g. m.; Armand Grant, 
asst. g. m. & sls. d. 
WBAL-TV 683, “045 650 
Leslie H. Peard, Jr., v.p. & st. m.; 
Willis K. Freiert. sls. m. 
WMAR-TV 683,045 


E. K. Jett, Dc & d.; Ernest = 
Lang, c. 
WBOG-TV 55,815 a 


John W. Downing, p.; Charles J. 


Truitt, v.p., g. m. nat. sls. m. 
MASSACHUSETTS 
WMGT—(19) Fall ’56 
WBZ-TV _ 1,420,106 64 
F. A. Tooke, g. m.; C. H. Masse, 
sls. m. 
WNAC-TV 1,420,106 _— 


Norman Knight, ex. v.p. & g.m.: 
Thomas H. Bateson, sls. serv. 
& nat. sis. d. 

WMUR-TV (see Manchester, N.H.) 

WHYN-TV 220,000 45 

Charles N. DeRose, g. m.; Patrick 
J. Montague, c. m. 

WWLP 230,000 217 

William L. Putnam, g. m.; James 
H. Ferguson, Jr., sls. m. 


MICHIGAN 
WPAG-TV 31,000 
Edward F. Baughn, v.p. & g. m.; 

Kenneth MacDonald, sls. m. 
WNEM-TV 312,555 — 
oO. Myers, v.p. & g. m.; John 

2 Keenan, g. sls. m. 














KENS-TV Home 


A new home for KENs-Tv-AM San Antonio was dedicated last month. 
The new two-story building includes two specially constructed studios 
for live tv, with the latest in cameras, projectors, scanners and telops. 

Top industry, FCC, government and civic leaders took part in the 
opening ceremonies, which were hosted by Frank Huntress, Jr., presi- 
dent of the stations and the Express Publishing Co. (licensee), and 
Albert D. Johnson, manager of KENS-Tv-AM. Sen. Lyndon B. Johnson 
(D.-Tex.) was the principal speaker. In addition, officials from the 
CBS network and Peters, Griffin, Woodward, Inc., stations’ representa- 
tive, took part. 

One of the highlights of the dedication was the sealing of the : 
Quarter-Century Vault at the corner of the new building. Ed Ray, 
executive editor of the San Antonio Express-News, gathered a cross- 
section of 1956 life in the news and inserted it in the vault, which 
will not be opened until 1981. 

The building and studios are fully air-conditioned and occupy more 
than 28,000 square feet. Two new 40-by-60 ft. studios have been con- 
structed on the first floor. 

Among station officials who participated in the dedication of the 
new studios were Wayne Kearl, sales manager, and Robert Miller, 
promotion manager. 








City Station Vhf Uhf Color 
Cadillac Wwtv 355,196 — 
Gene Ellerman, g. = ; Daryl Se- 
bastian, asst. ¢ 
Detroit CKLW-TV 1, 568. "000. 


Flint 
Grand Rapids 
Kalamazoo 


Lansing 


Marquette 
Saginaw 


Traverse City 


Austin 


Duluth 
(Superior, 
Wisc. 


Minneapolis- 
St. Paul 


Rochester 


Columbus 


J. E. Campeau, P- & g. m.; C. E. 
Gunn, g. sls. 
WIBK-TV 1,650, 000 700 
Bill Michaels, v.p. & g. m.; Keith 
McKenney, loc. sls. m. 
WWJ-TV 1,610,000 1,200 
Edwin — pa gee Don 
m. 


DeGroo g. 
WXYZTV 1 606, 000 
James G. 2 p. & g.m. ; Ralph 


Dawson 
"56 
400 


WJIRT—(12) 
WOOD-TV 

—- Schroeder, g. = ; Arthur 
Swift, gen. sls. 


gg. m.; 


WKZO.TV 601,150 200 
oS v.p. & mng. d.; 
. DeSmit, sls. m. 
wiiMery "450, 000 210 


Harold F. Gross, p. & g. m.; How- 
ard Finch, v.p. 

WTOM-TV 69,700 

L. G. Christian, g. m.; Leonard P. 
Frankel, sls. m. 


wer’; 2. oe 
. H. Treloar, g.m.; Robert Luke, 
bait. *, sh 
WKNX-TV 160,000 45 


William J. Edwards, g. m.; Robert 
M. Chandler, sls. m. 

WPBN-TV = 557,528 

John Anderson, st. m.; R. E. Det- 
wiler, c. m. 


MINNESOTA 
KMMT-TV 54, 515 
ne er, m.; Don E. Inman, 


sls. d. 
KDAL-TV 127,500 
Dalton Le Masurier, g. m.; 


Ramsland, c. 
WDSM-TV 


Odin 


m. 
127,800 
— A. Quick, v.p. & g. m.; 


Thomas Gavin, g. sls. m. 
KEYD-TV 630,000 —_ 
Donald P. Menard, g. m.; Lew 

Dickey, g. sls. m. 
KSTP-TV 615,000 200 


Stanley E. Hubbard, p. & g. m.; 
Marvin Rosene, gen. sls. m. 

WCCO-TV t 400 

F. Van Konynenburg, exec. v.p. & 
g.m.; Robert N. Ekstrum, sls. m. 

WTCN-TV 650,000 

Miller C. Robertson, v.p. & g. m.; 
David Cole, sls. m. 

KROC-TV 120,000 55 

Willard Lampman, st. m.; Gerald 
A. Regnier, prom. pub. rel. d. 


MISSISSIPPI 
WCBI-TV 


Bob McRaney, 
field, sls. m. 








g. m.; W. W. Whit- 


City 


Hattiesburg 


Jackson 


Meridian 


Tupelo 


Cape 
Girardeau 
Columbia 


Hannibal 
Jefferson City 


Joplin 


Kansas City 


Kirksville 
St. Joseph 


it. Louis 


Sedalia 


Springfield 





Station Vhf Uhf Color 
WDAM-TV 62,000 15 
Marvin Reuben, g.m.; Teck Jones, 
sls. m 
WIJITV 150,000 —_ 
Owens F. Alexander, m.; Bill Car- 
lier, sls. m. 
165, 000 100 
+ Sead, m.; Frank Gentry, 
wTOK” TV 81,000 10 
Robert F. Wright, p. & g. m.; 
ht B. Crooks, v.p. & c. m. 
Frank K. Spain, p. 
MISSOURI 
KFVS-TV 155,400 25 
Robert O. Hirsch, m. of tv.; Jack 
Ramey, sls. m. 
KOMU-TV 98,777 — 
Edward Lambert, g. m.; John O. 


Conwell, c.m. 
KHQA-TV (see Quincy, Til.) 


KRCG-TV__102,1 a= 
Robert Blosser, “4 m.; Ron Max- 
well, loc. sls. m. 

KSWM-TV 115,000 15 


Austin A. Harrison, p.; D. T. 
Knight, loc. sls. m. 


ae age 573,914 437 
E. K. Hartenbower, g. m.; S. B. 
Tremble, c. m. 

KMBC-TV 494,323 110 

John T. Schilling, v.p. & g. m.; 


George J. Higgins, v.p. & sls. m. 
WDAF-TV 573,914 437 
Wm. A. Bates, st. m.; E. Manne 

Russo, sls. m. 

KTVO 228,358 
Berg —, os. &.3 

lers, sis . 
KFEQ-TV 761,969 
Glenn G. Griswold, g. m.; A. 

Wayne Beavers. c. m. 

65 
Guy 


Charles Fel- 


KSD-TV 921,618 

George M. Burbach, g. m.; 
E. Yeldeli, sls. m. 

KTVI 414, 464 
; Jack Schain- 


Paul E. Peltason, p. 
blatt, g. m. 
KWK-TV 7 
Robert T. Convey, p. 
V. E. Carmichael, 
KDRO-TV 57,000 
H. W. Brandes, g. m.; 
Glenn, sls. m. 
KTTS-TV 111,146 12 
G. Pearson Ward, v.p. & gz. m. 
KYTV 100,243 — 
R. L. Stufflebam, co-mer. 
Carl Fox, co-megr. 


MONTANA 
KOOK-TV 28,500 
Vv. V. “Bud” Clark, g. m.; 
H. Conner, c. m. 
(Continued on page 116) 





& g. m.; 
v.p. & sis. d. 


Jimmy 
& c. m.; 


John 
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City Station Vhf Uhf Color City Station Vhf Uhf Color 
Set Count (Conrad jrom page 115) Roswell KSWS-TV 35,384 Syracuse WHEN-TV 376,000 650 
| oe a @ & g. m. ; Paul ay Fg v.p. & g. m.; Fred- 
. > | cEvoy, 8 m. eri enzies, c. m. 
City Station Vhf Unf Color NEW YORK WSYR-TV 372,160 300 
Butte KXLF-TV t — | Albany WCDA 175,000 500 BWR aesitora. Ee dn 
ae Hag Craney, p.; Jim Manning, | (Sehenee- ‘Thomas S. Murphy, g. m.; Harry | Utica WKTV  —_208,000 160 
Great Falls KFBB_TV 29,000 es al tady-Troy) Nan st. m. ick Michael C. Fusco, g. m. & sls. m. 
J. a: ne P- & a=: ay Cc. William A. Riple, g ™ - NORTH CAROLINA 
Missoula © KGVO-TV ' 24,660 — | Sacenee Cesk Daben.s.u.;Anires | “Sle 86BMETY a 
J. Mosby, p. & m.; Hugh | C Hubbell ra = gh tale Harold H. Thoms, g. m.; Joseph 
‘Bader, loc. ‘sis. m. | Bloomingdale WPTZ 142,000" Wi0e TY S500 
(Lak George BarenBregge, g. m.; Al La —— ee 
NEBRASKA . Charles B. Britt, ex. v.p.; George 
Plac id- France, loc. sls. m. Pius 350,- Norman, ¢.m 
Hastings KHAS-TV _ 73,723 _ Plattsburgh) 000 Canadian coverage | Charlotte WBTV _—sCO4536,630 200 
Duane L. Watts, g. m.; Harry | Buffalo WBEN-TV 540,180 200 | Charles H. Cretebiel 
Packard, sls. m. George R. Torge, st. m.; Nicholas a © " wele, field, ex. v.p. & 
Hayes Center KHPL-TV 104,401 19 J. Malter, sls. m. LR, RR ee 
F. Wayne Brewster. p-_ (Satellite WBUF-TV 152, en wr tor ae 
Me honey wien ~ oe | Bevis, g. m. a Decker, | Harmon, L. Duncan, p. & g. m.; 
ukeamey) Jack Gilbert, st. m. WGR-TV _ 539, 134* 92 ae Eeemweem, ain. m. 
incoln KOLN-TV 158,194 J. Joseph Bernard, v.p. & €, m.; a ee) ae ee S 
A. James g. m.; Thomas L. | Paschall Swift, ‘oe. m. *Plus Belehe ailey, m.; W. 
Young, sls. 566, 565 in Canada. Greensbor WFMY- TV a 4 
Omaha TV.” 367,353 1,200 | Carthage © WCNY-TV _84,619* . 2 TV 426.859 - 
Oven Seater, ex. S - & sg. m.: | (Water- Legis Saiff, Jr., g. =. 3 Alfred M. _—_ _ ~ oo) Se & 
en Swisher, g. sis. town) ‘auroney, nat. sis. m.; us P “4 
WOW-TV 370,021 ee by 118,840 in Canada. Pe ee me 
Frank P., Fogarty, “> & g.m.; | Elmira WTVE 45,000 — 6 tie —. g- m.; John 
ner, -. . m. » & » Pp. +. " 4 oe 
anaes me nat. sls.m. ee | See See Raleigh WNAO-TV 140,125 40 
William “= C. P. | Hageman wcD “ = —_ H. Bone, g. m.; Earl Welde, 
ahill, c. m. (Satellite o of KFBC- Kingston WKNY-TV 42,000 _ TN 
TV Cheyenne, Wyo.) | Robert M. Peebles, v.p. & g. m.; Weighs Weis mong — 
om Siacianen, tis. ws, _-——— Jr., p. & g. m.; 
NEVADA | New York WABC-TV 4,800,000 ~~ WMFD-TV 93.350 
Henderson KLRJ-TV 32,000 1s | Robert L. Stone, g. m.; Joseph | Wilmington WY i Denke oe ; Claud 
item " Stiles, g. m.; Walter | we Seece 000 ‘O’Shields, loc. sls. “—" 
nnis, .- mM. i - 
Las Vegas KLAS-TV : 35,000 — = =e v.p. & g. m.; Bill Adler, “—_ hme rs Ml v.p. & mr 
Marian Y. Komar, ¢g. m. & nat. v% N k) Harry B Shaw Z sls A 4 
als. j | see Newar ~ , 
— ee WCBS-TV. 4,730,000 3,000 | } ie an 9g 
sien meV o3.000 — Cook Digges, g. m.; Frank ohn } + g. m.; James 
H H ol espeare, sis. m. . ag 
a + WOR-TV 4,730,000 . — 
NEW HAMPSHIRE a Se See. VE S S. M3 NORTH DAKOTA 
Manchester WMUR-TV 1,127,959 -_ wo seeete  «csee | Bismarck KBMB-TV _ 23,000 oa 
Norman A. Gittleson, ex. v.p. & rower, v-p. & g. m.; John W. Boler, p. & g. m.; Ches- 
eo mi Gordon E. Moore, nat. bn A. P Patterson, + ge lle <2 em. & res. m. 
. mm. : WRCA-TV 4765.0 10,000 -TV 30,750 
ms. Westin WMTW (See Poland Spring, Me.) William N. shee well st. m.: Jay William Ekberg, g. m.; A. L. An- 
J. Heitin, sls. m. derson, sls. m. 
NEW JERSEY | Rochester WHAM-TV 365,000* 200 Fargo WDAY-TV 90,240 150 
Newark WATV 4,730,000 aie Wien Seo, ». & & s 3 John W. Jack Dunn, st. m.; Tom Barnes, 
(New York) Irving R. R : . ™.; RORY, ore pater Soy. 
"Edward ermal Pa | ne wanes » a ‘Canadian coverage. | Grand Forks kt +a! . = 
x = arro . Day, p. acting g. m.; 
| : 
C. Glover DeLa % & g. : Robert Lukkason, . = a 
NEW MEXICO "LeMoine C. Wheelen, g. sis. m. | Minot KCJB-TV 23,000 
Albuquerque KGGM-TV 74,942 * Includes 31,500 Canadian cov- | John W. eage p. & g. m. ; Ches- 
A. R. Hebenstreit, Re & g. m. erage. | ter Rietan m. 
R. C. Rhoads, c. WVET-TV 327,000* 200 | Valley City KXJB-TV "110,000 180 
KOAT-TV 62, 000 | Ervin F. Lyke, p. & g. m.; Arthur John W. Boler, p. & g. m.; Wm. 
Walter J. Stiles, v.p. & g.m. ; Dave Murrellwright, g. sls. m. L. Hurley, v.p. chge. sls. 
™ ae. +>; chg. sls. ° = 31,500 Canadian cov- OHIO 
Wayne Coy, p. & g. m.; Rolf s. Schenectady WRGB 490,630 s Akron WAKR-TV 174,066 
Nielsen, sls. (Albany- Raymond W. Welpott, st. m. ; Rob- ." G. 
Carlsbad KAVE-TV—(6) Sept. °56 Troy) ert F. Reid, sis. m. <i... 
Cincinnati WCPO-TV 767,729 _ 
M. C. Watters, v.p. & g. m.; 
G. C. Miller, asst. g. m 
a a 1,000 
avi s t, ex. v.p. & g. m.; 
e | ev i Ss i on g e 444. Madison Avenue wLw:t 535.0000” © 55 
A R. E. —— p.; James J. 
7 Crane, sls. 
New York 22, N.Y. Cleveland © KYW-TV 1,174,004 107 
so /" 2 v.p. & g. m.; 
eae rt P. Krivin, sls. m. 
Please enter my subscription for TELEVISION AGE and the 1956 yews, jae — 
c ames C. Hanrahan, g. m.; John 
Yearbook: H. Foley, loc. sls. m. ‘ 
gg A ced *_— 
en ickham, mng. d.; Mauric 
iw Ss Commies WR 
wo years $8. anes vase 7s 
y Richard A. Borel, tv. d.; Robert 
D. Thomas, sls. m. 
a Wiwc see 900 
ad, el ee ames na » V-p. zg. m.; 
wen sls. m. 
- 1,451 nt 
Titl Joseph W. McGough, g. m.; Rob- 
Sp he SiMe Vie wide cs ene Oe eaes «Cag Ns wee SR = Cee elbs see ert C. Wiegand, asst. g. m. 
Dayton bd aa Af 511,310 — 
obert H. Moody, g. m.; Walter 
Company E. Wolaver, c. m. 
ge a er rs | ie —” ° 
- Peter Lasker, v.p. & g.m.; 
Add Li wits iv waine 
RP Fae eee oe me ‘ 76,487 = 
Robert W. Mack, v.p. & g. m.; 
Steubenvill WSTv-rv 1.053, — 
" eubenville a aii 
BEN, saree eet WOMS.....<.4 ye ees ee Soph f. lawn. cons. v.p. & g. m.; 
Toled wsPDcrv — =? % 
oledo = * 90 
- Allen L. Haid, .vp. & mng. d.; 
C1) I enclose payment. (] Bill me. Bill Ashworth, nat. sls. m. 
Youngstown WFMJ-TV 180, 304 150 
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William F. Maag, Jr., p.; Mitchell 
Stanley, st. m. & ‘sls. m. 
WKBN-TV 202,534 300 
































City 














City Station Vhft Uhf Color City Station Vhf Uhf Color 
W. P. Williamson, Jr., p. & g. m.; Williamsport WRAK- TV—(36) Summer "56 
J. L. Bowden, ‘st. d. York WNOW-TV 116,500 _— 
Zanesville WHIZ-TV 000 Richard E. Burg, st. m. & ¢.m.; 
—_ Y ee mng. d. ; Nate Milder, J. Edward Schwalm, sls. prom. 
4 m. 
WSBA-TV 115,000 - 
OKLAHOMA Louis J. Appell, Jr., p. 
Ada KTEN 93,223 
Bill Hoover, p. & g. m.; Brown RHODE ISLAND 
Morris, v.p. & st. m. Providence WIJAR-TV 1,404,002 450 
Ardmore KVSO-TV Peter B. James, st. m.; Ed Bog- 
Albert Riesen, m. hosian, sls. m. 
Enid KGEO-TV 306,000 _ WPRO-TV 1,404,202 = 
George Streets, sec. & m William S. Cherry, Jr., p. 
Lawton wo-TV b 70,000 ; Al Sb 
— | aan, & @. = SOUTH CAROLINA 
Muskogee KTVx. 320,000 Anderson WAIM-TV _— — 
L. A. Blust, Jr., v.p. & g. m. ; Ben Glenn P. Warnock, g. m.; John 
Holmes, nat. ‘sls. d. McCallum, sls. m. 
Oklahoma KWTV 378,110 100 Charleston WCSC-TV 244,844 _— 
City Edgar T. Bell, v.p. & g. m.; Fred Roland Weeks, m. & nat. sls. m. 
L. Vance, sls. m. Ralph E. Thornley, rgnl. sls. m. 
WKY-TV 395,168 118 WUSN-TV 212,637 _ 
P. A. Sugg, ex. v.p. & st. m.; J. Drayton Hastie, p. & g. m.; 
John Haberlan, nat. c.m Grange Cuthbert, c. m. 
Tulsa OTV 319,31 60 | Columbia WIS-TV 210,399 50 
C. Wrede Petersmeyer, p. & — ; Charles A. Batson, mng. d.; Law 
Jim Richdale, c.m. & asst. Epps, sls. 
KVOO-TV 319,312 “ise WNOK-TV 110,000 — 
C. B. Akers, g. m.; John Devine, H. Moody McElveen, Jr., v. p., 
¢.m. | g. m. & c. m. 
| Florence WBTW 134,038 _ 
OREGON J. William Quinn, mng. d.; John 
H. Brock, nat. sis. m. 
Eugene KVAL-TV _ 61,550 —_ Greenville WFBC-TV 316,666 20 
s. mA we “ey g. m.; Glenn Q. Glass, Jr., sls. m. 
ickell, s 7 © us 
Bases Pome eT Sass rs Wa 2 
or -' t 
Jerold R. Poulos, cas bead Pp. Charles Bell, nat. sls. m. 
arnett, s m. 
— went, sack waar | Florence © EDLO-TV 181,976 ‘i 
ce. sis. m. We 7 > i ie P.; : 4... Ment, 
-! m. (Satellite o 
KOIN-TV en & mang. ” KELO-TV Sioux Falls.) 
John L. Palmer. ntl. sls * Rapid City KOTA-TV 18,610 — 
KPTV : 356,442 ” 500 —_ a rin, g. m.; Jack A. 
a rowley, sls. m. 
i gy Sioux Falls KELO-TV 181,975 
Roseburg KPIC 3 Joseph L. Floyd, p.; E. A. Nord, 
Gene Pierce, res. m. g. m. & sls. m. 
ggg pe Chattanooga WDER-TV 163,500 200 
Altoona WFBG-TV 537,452 attancega ‘4 
Jack Snyder, mng. d.; Thomas F. Oe E. Anderson, g. m.; Otis 
Martin, sls. m. . Segler, sls. m. 
Bethlehem | WLEV-TV 71,450 _ d's a 
~~ WDXI-TV 102,385 - 
Easton WGLV 94,635 — we A - eRe Pe 
Charles Thon. ee oot nde we; | Johnson City WIHL-TV 185,316 - 
Erie WICU 223,500 v5. auencten, Jr., v.p., g- mM. 
Ben McLaughlin, ¢. m.; Karl BR. | iooxville WATE-TV 229,360 _ 
—  - 110,000 a W. H. Linebaugh, g. m.; John T. 
Frank B. Palmer, g. m.; Jay wee c m. 5,877 20 
Sondheim, loc. sls. m. 1 
Harrisburg WCMB-TV = oe oe Engelbrecht. p., g- m. 
Ed x i~™. g. m. m. 
WHP. 241449 — i. 3 ‘ 
fo K. , Seer g. &e ohn P. Hart, p. & g. m.; R. S. 
WTPA 19: ,000 v2 5 Quinn, loc. sls. m. 
Donald D. Wenn, g. m. ; Allen P | Memphis WHBQ-TV 438, 231 210 
Solada, sls. to il John Cleghorn, v.p. & g.m.; Tom 
Johnstown WARD-TV 60,000 a oe im 
ee Butterfield, g. m. & sls. SE ae or mes Wak Be, 
WJAC-TV 988,122 bend st. m. 
A. o. Stee. 6- m.; John 7 Bak B, Wooten, a ty Cline 
rr rakefie ¢.m 
Lancester Fee. Mile at. m.; Leroy x | Nashville LAC-TV 489,958 500 
Strine, c. mn. oF ‘ ?. B. Baker, Jr., ex. v.p. & g. m.; 
Philadelphia WCAU-TV 2,094,852 3,500 waltay Reuschle, nat. sls. m. 
Donald W. Thornburgh p. & g. m. ; 380,000 
Robert M. McGredy, v.p. chz. R. D. Stanford, Jr., p. & g. m.; 
als. E. S. Tanner, v-p 
WFIL-TV 2,105,636 Kertstte i ee eo 
Pad weman. fe boty m. annet Waugh, c.m. & asst. to p. 
WRCV-TV 2,088,318 2,500 
Lloyd E. Yoder, v.p. g- m.; TEXAS 
eod Walworth, sls. m. Abilene KPAR-TV (see Seectwater? 
WSES—(29) Oct.’ | KRBC-TV 59,790 _ 
Pittsburgh DKA-TV 1,200, : 1,500 | John Higgins, st. m. & c.m.; 
Harold C. Lund, v.p. & g. m.; Forest Lane, nat. sls. m. 
Lloyd G. Chapman, sls. m. Amarillo KFDA-TV 85,) 591 
WENS 420,000 —_ Ed Moore, Ps m.; Dan Hayslett, 
Larry H. Israel, v.p. & g. m.; opertns. 
Vera Oldenburg, sls. serv. m. KGNC-TV ™ 95,349 93 
WIIC—(11) Sept. °56 Bob Watson, st. m. & pgm. d.; 
Reading WHUM-TV 253,467 * — Kin Raley, tv sls. m. 
Humboldt J. Greig, p.; Allan Austin KTBC-TV 158,637 
Kerr, sls. m J. C. Kellam, g. m.; O. P. (Bob) 
Scranton WARM-TV 250,000 — Bobbitt, g. sls. n. 
William Dawson, v.p. & g. m.; Beaumont 53,000 —_ 
Sam Feigenbaum, loc. sls. m. Randolph C. Reed, p. & g. m. 
WGBI-TV 286,500 150 KFDM-TV_ 109,000 36 
Robert E. McDowell, st. m.; Jack Mott M. Johnson, opr. & c. m.; 
Nedell, loe. dls. m. - Louis Durst, sls. m. 
Wilkes-Barre WBRE-TV 310,000 150 Big Spring KBST-TV 48,453 os 
David M. Baltimore, v.p. & g. m.; William J. Wal!lace, p. & g. m.; 
Ernest Lewis, sls. m. John McMinn. s'<. m. 
WILK-TV 306,000 — Corpus KRIS-TV 80,000 75 
Roy E. Morgan, ex. v.p.; Thomas Christi T. Frank Smith, p.; W. M. Eik- 


P. Shelburne, m. d. 





ner, v.p. chg. sls. 


Dallas 
(Ft. Worth) Charles B. Jordan, v.p. & g. m.; 


El Paso 


Fort Worth 
(Dallas) 

Galveston 

Harlingen 


Houston 


Laredo 


Lubbock 


Lufkin 


Midland 


Station Vie Uhf Color 

KVDO-TV 55,700 — 

L. W. “Bud” Smith, g. m.; Bob 
Williams, c. m. 


KFIJZ-TV 540,930 _ 
Dale Drake, nat. sis. m 

KRLD-TV 564,080 250 

Roy M. Flynn, st. m.; Gene Cuny, 


c. m. 
WFAA-TV 564,080 


150 
Ralph Nimmons, st. m.; Mike 
Shapiro, c. m 
KILT-TV — 
Joe Roddy, Jr., g. m. 
KROD-TV 92,438 46 
Val Lawrence, v.p. & g. m.; Dick 
Watts, gen. sis. m. 
KTSM-TV 87,027 8 
; Roy 


Karl O. Wyler, p. & g. m. 
T. man, v.p. & sis. m. 
7 


WBAP- 585,000 

George Cranston, st. m.; Roy 
Bacus, c. m. 

KGUL-TV 459,250 — 

Paul E. Taft, p. & g. m.; Robert 
S. Wilson, g. sls. m. 

KGBT-TV 84,875 — 

Troy McDaniel, g. m.; Ingham 8. 
Roberts, c. m. 

KGUL-TV (see Galveston) 

KPRC-TV 415,000 100 

Jack Harris, v.p. & g. m.; Jack 
McGrew, asst. m. & c 

KTRK-TV 487,500 360 


Willard E. Walbridge, exec. v.p. & 
g. m.; Bill Bennett, c. m. 
KHAD-TV 11,500 


Cleo E. Long, st. m.; John A. 
Snyder, sis. m. 

KLTV (see Tyler) 

KCBD-TV 120,859 100 

Joseph H. Bryant, p. & g. m.; 


George L. ° 
KDUB-TV 126,745 
W. D. (Dub) Rogers, p.; E. A. 

(Buzz) Hassett, nat. 
KTRE-TV 54,028 
Richman in, v-p. 

Murphy Martin, sis. m. 
KMID-TV 54,000 
ee | seenden, g.m. ; Lambert Cain, 


KOSA-TV 78,500 *_— 
John Vacca, st. m.; Ed Costello, 
sis. m. 


(Continued on page 118) 
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Set Count 


(Cont'd from page 117) 





City Station Vhf Uhf Color 
SanAngelo KTXL-TV 44,309 

J. H. Patars, g. m. & sls. m. 
San Antonio KCOR-TV 70,000 _ 


Nathan Safir, v.p. & g. m.; Ben 
Tamborello, sls. m. 
KENS-TV 312,626 153 
Albert D. Johnson, g. m.; Wayne 
Kearl. nat. sls. m. 


WOAI-TV 315,179 67 
James M. Gaines, v.p. & g. m.; 
Ed V. Cheviot, c. m. 
Sweetwater KPAR-TV 62,469 *_— 
Dan C. Guthrie, st. m.; E. A. 
(Buzz) Hassett, nat. sls. m. 
Temple KCEN-TV_ 152,647 50 
— avem, st. m.; Burton Bishop, 
Texarkana KCMC_TV 161,840 75 


(Tex.-Ark.) Walter M. Windsor, g.m.; Richard 
M. Peters, nat. sis. & prom. d. 


Tyler KLTV 108,000 
Marshall H. Pengra, g. m. 3; John 
Lenox, c. m. 
Waco KCEN-TV (see Temple) 
KWTX-TV 123,000 — 
M. N. Bostick, v. p. & g. m.; 
John M. Brinegar, sls. m. 
Weslaco KRGV-TV 74,685* —_ 
O. L. Taylor, p. & g. m.; Kenneth 
E. Markel, nat. & rgnl. c. m. 
* Plus 8,000 in Mexico. 
Wichita Falls KFDX-TV 105,135 100 
Howard H. Fry, exec. v.p. & g.m.; 
Bob H. Walker, sls. m. 
KSYD-TV 119,734 *— 
Sid Grayson, p. & g. m.; Bob 
Cain, c. m. 
UTAH 
Salt Lake KSL-TV 205,500 Lag 
City D. Lennox Murdoch, v.p. & g ; 
Edward B. (Ted) Kimball, “.. 
sls. m 
KTVT 205, a 200 
G. Bennett Larso’ & g. m.; 
Harold Woolley, ' tv es m. 
KUTV 208,336 — 
Brent Kirk, st. m. & g. sls. m. 
VERMONT 
Burlington WCAX-TV_ 140,752 
Stuart T. Martin, g. m.; John A. 
Dobson, sls. m. 
VIRGINIA 
Bristol WCYB-TV—(S) Sept. ’56 
Hampton WVEC-TV (see Norfolk) 


Harrisonburg WSVA-TV 138,633 —_— 
amilton Shea, p. & g. es ; 
Howard C. Evans, g. sls. 


Lynchburg WLVA-TV 308,675 _ 
— P. Allen, v.p. & g. m.; 
eph F. Wright, Jr., sls. m. 
Norfolk WTAR-TV 405,722 50 
Campbell Arnoux, p. & g. m.; 
obert M. » gen. sis. m. 
WVEC-TV 183,000 159 
Thomas P. Chisman, p. & g. m.; 
— A. Brauer, Jr., v.p. & 
8 

Petersburg WXEX-TVY 415,835 200 


Irvin G. Abeloff, v.p., mng. d. & 
nat. sls. m.; George R. Oliviere, 
loc. sls. m 








South Arkansas’ only tv station 
serving a market of over a 
quarter-million people. 


Nec 
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Represented by 
John E. Pearson Co. 














Mail by the Ton 


More than half a million cards 
and letters were received by 
wsM-Tv Nashville after a single 
announcement on 
Opry, ABC-TV network television 
show. A personal appeal, made 
by Opry favorites Roy Acuff and 
Minnie Pearl, asked listeners to 
write in how they liked the show. 
Ten selected winners were offered 
a free trip to Nashville to see and 
hear a program. Some 40 sta- 
tions carry Opry live and over 
100 more see it on a delayed 


Grand Ole 














basis. 
City Station Vhf Uhf Color 
Portsmouth WTOV-TV — — 
A. V. Bamford, g. m.; Winston 
Bright, c. m 
Richmond WRVA-TV 
Barron Howard, v.p. & g. m.; 
James D. Clark, Jr., sls. m. 
WTVR 503,317 300 
Wilbur M. Havens, st. m. & c.m.; 
Walter A. Bowry, Jr., asst. st. 
m. & asst. tm. 
Roanoke WDBJ-TV ® 
Ray P. Jordan, mn mng. d.; John Ww. 
Harkrader, asst. mng. d. & 
c. m. 
WSLS-TV 457,881 150 
James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. & c. m. 
WASHINGTON 
Bellingham KVOS-TV 235,962 
ae eh Jones, p.; Fred Elsethagen, 
sls. m. 
Pasco KEPR-TV 80,000 _ 
Thomas C. Bostic, v.p. & g 
H. R. Cary, sls. m. Pisatellite of 
KIMA-TV, Yakima) 
Seattle KING-TV 513,700 370 
(Tacoma) Otto B. Brandt, v.p. & g. m.; A. 
P. Hunter, c. m. 
KOMO-TV 513,700 370 
. W. Warren, ex. v.p. & g. m.; 
Bill Hubbach, ¢g. sls. m. 
KTNT-TV 513,700 370 
—_ ca m.; Larry Carino, 
KT VW 496,961 
William Veneman, g. m. ; Robert 
Kilpatrick, c. m. 
Spokane KHQ-TV 159,680 125 
Richard O. Dunning, p. & g. m.; 
Birney Blair, c. m. 
KREM-TV 172,798 5 
Louis Wasmer, owner; Robert 4 
Temple, g. m. 
KXLY-TV 177,686 7 
Richard E. Jones, v.p. & g. m.; 
James Agostino, sls. m. 
Tacoma KTNT-TV (see Seattle) 
(Seattle) KTVW (see Seattle) 
Yakima KIMA-TV 80,000 on 
(Pasco) Thomas C. Bostic, v.p. & g. m.; 
H. R. Cary, sls. m. 
WEST VIRGINIA 
Bluefield WHIS-TV 166,259 *— 
P.. oe 4a st. m.; John 
Shott, sls. 
Charleston WCHS-TV 540, 340 200 
John T. Gelder, Jr., v.p. & g. m.; 
John L. Sinclair, Jr., sls. m. 
wane’ (See Huntington) 
WSAZ-TV (see Huntington) 
Clarksburg WBLETV 12) Summer ’56 
Huntington WCHS-TV (see Charleston) 
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City 


Station Vhft Uhf Color 





Oak Hill 
(Beckley) 
Parkersburg 


Wheeling 


Eau Claire 


Green Bay 


La Crosse 


Madison 


Marinette 


WHTN-TV 203,000 20 

Fred Weber, p. & nat. sls.; George 
A. Miller, loc.-rgnl. sls. m. 

WSAZ-TV 660,266 400 

— H. Rogers II, v.p. & 

Robert E. White, sls. m 

WOAY.TV 357.230 

Robert R. Thomas, Jr., o. & gm.; ; 
Vic Ludington, sls. m. 

WTAP 40,502 -- 

Milton F. Komito, st. m.; Jerry 
Burns, sls. m. 

WTRF-TV 314,400 110 

Robert W. Ferguson, ex. v.p. & 
g. m.; H. Needham Smith, sls. 
m. 


WISCONSIN 
WEAU-TV 122,560 25 
Leo Howard, g. m. & c. m.; Rich- 
ard Kepler, st. m. 
WBAY-TV 235,000 _ 
Haydn R. Evans, Robert 
C. Nelson, sls. m. 
WFRV-TV 191,310 _ 
Soren H. Munkhof, v.p. & g. m.; 
Ward O. Gage, rgnl. sls. m 
WMBV-TV (see Marinette) 
WKBT 112,500 _ 
Howard Dahl, g. m.; Robert Z. 
Morrison, Jr., sls. m. 
WISC-TV 
Ralph O’Connor, g. m.; Richard 
Nickeson, sls. m. 
WKOW-TV 127,500 200 
Robert 


Ben F. Hovel, g. m.; 
Loomer, sls. m. 

WMTV 129,000 —_ 

Gerald A. Bartell, p. & st. m.; 
Peter P. Theg. sls. m. 

WMBV-TV 211,440 


g-m.; 





(Green Bay) Joseph D. Mackin, g. m. ; William 


Milwaukee 


Superior 


Wausau 


Whitefish Bay 


Cheyenne 


Anchorage 


Fairbanks 


Juneau 


Hilo 


Wailuku 


Agana 


Mayaguez 


San Juan 


R. Walker, tv m. 
WISN-TV 782,500 
ar B. Soell, tv d.; L. A. Larson, 


WTMJ-TV 781,222 

Walter J. Damm, g. m.; Neale . 
Bakke, sls. m. 

wxiIx 398,255 

Edmund C. Bunker, st. m. ; Theo- 
dore F. Shaker, sls. m. 

KDAL-TV (see Duluth, Minn.) 

WDSM-TV (see Duluth, Minn.) 

WSAU-TV_ 96,100 —_— 

George T. Frechette, v.p. & g. m. ; 
Richard D. Dudley, asst. g. m. 
& c. m. 

WITI-TV 700,000 2,500 

J. I. Meyerson, g. m.; J. Grant 
Sandison, g. sls. m. 


WYOMING 
KFBC-TV . 49,000 
Wm. C. Grove, g. m.; Charles P. 
Cahill, c. m. 


ALASKA 
KENI-TV 23,900 


Alvin O. Bramstedt, g.m. ; James 


KTVA 23,000 = 
A. G. Hiebert, g. m. 
KFAR-TV 8,600 — 


James G. Duncan, g. m. & chf. 
engenr.; Phil cae sls. m. 

KTVF 9,000 _ 

Walter A. Welch, m.; John A. 
Griffin, c. m. 

KINY-TV 2,500 

Jerry McKinley, st. m.; Vern Met- 
calf, loc. sls. m. 


HAWAII 
KHBC-TV 96,582 a 
J. Howard Worrall, p. (Satellite 

of KGMB-TV, Honolulu) 
KGMB-TV _ 96,58 a 
Melvin B. Wright, m.; Charles 
Crockett, sls. m. 

KONA 96,500 — 
John D. Keating, p. & g. m.; 
James W. Spencer, nat. sls. r 
KULA-TV __ 92,300 — 
Jack A. Burnett, exec. v.p. & 
g. m.; M. Franklyn Warren, g 

sis. m. 
KMAU 96,582 — 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 
KMVI-TV 96,500 
Ezra J. Crane, g.m.; Richard E. 
Mawson, st. m. 


GUAM 
KUAM-TV 
Harry M. Engel Jr., 


PUERTO RICO 

WORA-TV 125,000 

Alfredo R. de Arellano, Jr., p. & 
g. m.; _—— M. Dupont, 
asst. m. & c 

WAPA-TV 120, 000 

David H. Polinger, g-m. Andrew 

Viadimir, sls. m. 

WKAQ-TV 150,000 — 

Delfin Fernandez, g. m.; Oscar 
Reinosa, sls. m. 


p. & g. m. 





— 
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Bristol (Continued from page 51) 


acquired to make shaving brushes, has 
since expanded into paint brushes and 
dip rollers, as well. 

Expanding and diversifying, the par- 
ent corporation last year acquired two 
additional companies. One, the five- 
year-old Kimball Mfg. Co. of San Fran- 
cisco, produces fiber-glass-reinforced 
plastic products like billboard frames, 
decorative bowls for household use and 
water skis. The other new company is 
Luzier’s, Inc. of Kansas City which 
makes a complete line of cosmetics, 
sold house-to-house in midwestern and 
western markets. Explaining that Luz- 
ier’s line fits neatly into the concept of 
bathroom essentiality, Mr. Bristol re- 
marks wryly, “You could live without 
cosmetics, but some girls wouldn’t get 
very far.” 

A large part of the corporation’s 
growth derives from two factors that, 
Mr. Bristol points out, not only nourish 
corporate soil but, in many instances, 
are clues to future branches of a plant 
— research and promotion. 


New Products 


Research, as is well known, has pro- 
duced so many new products through- 
out all industry that most leading cor- 
porations today are realizing a major 
share of their business from items un- 
known to the consumer a decade ago. 
As a result, many companies plow back 
from 3 to 5 per cent of their gross for 
further product development. “We're 
at the top end of that bracket,” Lee 
Bristol exclaims; nearly 40 per cent of 
Bristol-Myers’ sales last year came from 
items introduced within the last eight 
years. 

Promotion means advertising, of 
course, and each division handles its 
own. The ad budget for the Products 
Division, with Donald S. Frost as vice 
president in charge of advertising, rose 
from about $10.5 million in 1952 to 
more than $15 million for 1956. Noting 
that about half the total has been 
alloted to television, Mr. Frost explains, 
“That indicates what we think of the 
medium.” He adds, “Tv is on top of 
what we were doing in pre-war media.” 

“Television will continue to produce 
practical results, regardless of total 
costs,” he believes, “if we’re able to 
keep the cost-per-thousand in line.” 





Montana Booster 


KXLF-TV Butte and its radio 
sisters, stations belonging to the 
Z-Bar Network of Montana, have 
for ten years been plugging away 
at an unusual promotion aimed 
not only at building the thinly 
populated western state but at 
increasing the tv-radio audience 
as well. The promotion takes the 
form of the annual publication of 
Playground, a _ small picture 
booklet describing and showing 
some of the scenic wonders of the 
area. 

The booklets are distributed 
throughout the state and are 
available at nearly every point 
where tourists congregate. A 
foreword explains that the book- 
let is published by KxLF-Tv Butte 
and the radio stations—KXLF 
Butte, KxLJ Helena, KxLQ Boze- 
man, KXLL Missoula and KXLK 
Great Falls. Ed Craney, an execu- 
tive and part owner of most of 
the stations, explains the promo- 
tions are “to get people interested 
in Montana,” adding the fact that 
many send the booklets to friends 
in other parts of the world and 
invite them to come to the state. 











Where the medium — and broadcast- 
ers — might run into trouble, he feels, 
“is where they jack up costs without 
regard to the actual advertising value 
of the particular program.” 

The Products Division expects to go 
into color tv, Mr. Frost reports, “when, 
as and if it becomes a standard me- 
dium.” For now, however, he does not 
consider color too important to Bristol- 
Myers advertising. His reason: the 
company does not depend on color for 
appetite appeal, as food manufacturers 
do, but only for package identification. 
Even so, in print ads it prefers black 
and white to color. 

The division’s tv list last season in- 
cluded Four Star Playhouse, sponsored 
alternately with the Singer Sewing 
Machine Co. on CBS Television 
(Thurs., 9:30-10 p.m.) ; Alfred Hitch- 
cock Presents, also on CBS-TV (Sun., 
9:30-10 p.m.) and participations in 
The Mickey Mouse Club on ABC-TV, 
The Garry Moore Show and Arthur 
Godfrey Time, the last two on CBS- 


TV. The division also uses “a consid- 
erable amount” of spot tv for satura- 
tion campaigns, tests of new products 
and augmenting national campaigns 
“when ratings are not so strong as 
we'd like.” On radio, it uses daytime 
only, Nora Drake and Arthur Godfrey 
(simulcast), both on CBS, plus exten- 
sive spot. 

This fall, Four Star Playhouse will 
be replaced on tv by Playhouse 90, 
same night, same network. 

Targeting its messages at all mem- 
bers of the family, the division prefers 
multiple-brand sponsorship for its own 
film shows, feels it has better results 
with a dramatic format for evenings, 
but “personal selling by a strong per- 
sonality” for daytime. 

And ad manager Frost pulls no 
punches in identifying Arthur Godfrey 
as “a very important influence” in the 
high sales of two important products, 
Bufferin and Ban deodorant. Why is 
Godfrey’s salesmanship so effective? 
“One reason,” Mr. Frost suggests, “is 
that he believes in the products he sells 
and, in turn, his audience believes in 
him.” The red-haired broadcaster be- 
came well acquainted with Bufferin, for 
example, during his own hospitalization 
and personally (like some 50 per cent 
of the Bristol-Myers stockholders) used 
Ban before he agreed to advertise it 
on his program. The results have cer- 
tainly satisfied the sponsor; with three 
top entrants in the deodorant field — 
Mum, Mum Mist and Ban — Bristol- 
Myers has captured the sales lead. 


Combine Research, Advertising 


How effectively the company com- 
bines its research and advertising pro- 
grams is best told, perhaps, by the way 
Bristol-Myers introduced Ban. 

The story started in 1948 when 
Americans were spending upwards of 
$30 million annually on deodorants, 
and the trend was upward. Market 
studies indicated there was room for 
another kind of deodorant, a lotion 
instead of a cream, so research chem- 
ists started experimenting. After 
months of study, they developed a 
first-rate deodorant in liquid form 
that was an anti-perspirant, was sooth- 
ing to normal skin, smooth and, of 
course, pleasingly scented and colored. 
They called it “Mum Lotion.” 

A consumer test was held in warm- 

(Continued on page 120) 
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Bristol (Continued from page 119) 


weathered Texas, and results showed 
people liked the product but found it 
awkward to use as packaged, in a 
glass bottle. The Products Division’s 
package development dept. (where Lee 
Bristol’s son, Frederick, is director) 
took over. 

Their problem was to find a con- 
tainer that could hold the fluid with- 
out dripping. To discourage evapora- 
tion (which would cause the lotion to 
get too thick and creamy), the con- 
tainer would have to have a small 
opening. Yet, the outlet would have 
to be large enough to avoid clogging. 
The packaging section took a lesson 
from the fountain-pen industry and 
came up with a ball-point applicator. 
As a result, the product was renamed 
“Mum Rollette” and, in 1952, was 
tested further in Philadelphia, Wash- 
ington, Baltimore, Cleveland, Dayton 
and Columbus. 


450 Combinations Tested 


But the ointment still was not with- 
out its fly. The package concept was 
fine, but the materials used in the con- 
tainer weren’t wholly right. Some re- 
acted to temperature changes differ- 
ently, causing loose fittings. Possible 
substitutes threatened to react chem- 
ically with the ingredients in the lo- 
tion, itself. Finally, after testing more 
than 450 different combinations of 
glass, plastics and metals, Bristol- 
Myers found the clean, modern cylin- 
der now used to hold Ban. (It’s a one- 
ounce glass bottle with a polyethylene 
neck ring and a marble stopper and 
cap of hard polystyrene.) 

By the autumn of 1953, the new 
product was ready for full-scale mar- 
ket testing. The company first sub- 
mitted “Mum Rollette” to its own 
nation-wide consumers pane! which, 
after using it personally under many 
differing conditions, gave it the nod. 
Then a full-line of agency tests was 
run, pilot production started and, in 
March of 1954, another new name 
selected—Ban. Bristol-Myers had reg- 
istered the tradename years earlier, 
took it off the shelf for at least two 
important reasons. First, Ban sug- 
gested the basic purpose of the prod- 
uct. Second, the name could be readily 
understood in radio and tv advertising. 
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Westinghouse and the Conventions 
(Continued from page 59) 
to hold its audience throughout the showing. 

In 1952 all our commercial air time during CBS’s convention 
coverage dealt with consumer products, as Betty Furness gave demon- 
strations of refrigerators, ranges, washers, dryers, irons, fans and 
other such merchandise that appealed principally to the housewife. 
Betty will be in there pitching again this year, with two-thirds of the 
commercials devoted to consumer products. 

The other one-third will be geared to the institutional selling of 
Westinghouse and the selling of its products for heavy industry. A 
preview of the two convention cities, scheduled by CBS for the day 
before each convention opens, will tie in with the “Housepower” 
adequate-wiring promotion being staged by utilities across the country. 

The many and varied subjects to be covered by the commercials 
could never, of course, be attempted within the limits of a one-hour 
dramatic show, or even a two-hour spectacular. If spread over a 
season of television presentations, they would lose their cumulative 
impact value. Woven in with the two-week “super spectacular” of 
the conventions, however, they will allow a large part of the nation 
to see how Westinghouse products perform, whether they be toasters 
or turbines. 

Many months of preparation have gone into the effort to transmit 
our convention air time into actual sales. Vast amounts of merchan- 
dise have been moved into the showrooms and onto the shelves of 
appliance dealers. Local sales meetings and local plans for pro- 
motion and spot advertising have been aimed at cashing in on the 
convention excitement. 

Early this year CBS produced a 15-minute kinescope about West- 
inghouse and the political convention, with dramatic scenes from the 
floor of the 1952 conventions, and “color” by many of the CBS 
commentators and executives. At meeting after meeting, from coast 
to coast, this kinescope has helped our sales forces and distributors 
excite interest and enlist participation in the coming promotion. 

We are looking forward, through our commercial presence at this 
year’s most important national event, to both immediate and long- 
range results in sales, and to a wholesome sense of satisfaction in 
bringing history, once again, into the American home. 








But how should Ban be presented, 
on the basis of its new container or 
its being a new kind of deodorant? 
More major market-testing was con- 
ducted in Madison, Wis., and Toledo, 
Ohio, to find the answer, and both 
sales arguments proved about equally 
effective. 

Then came still further tests, with 
three- and four-man teams, including 
home office personnel, introducing the 
product to retailers in Madison, 
Toledo, Johnstown and Jacksonville. 
A month after their visits, Ban adver- 
tising was released in the same four 
cities. Sales results there were so en- 
couraging that a final series of sales 
and advertising runs was held in Pitts- 


burgh, Columbus and Cleveland. 


By 1955, Bristol-Myers was ready 
to go all out for Ban. Top policy- 
makers decided to introduce the prod- 
uct in all sections of the country simul- 
taneously rather than open markets 
region by region. For one thing, that 
meant national advertising media could 
be pulled up in full support of the cam- 
paign. 

Salesmen went out in January. De- 
liveries were promised for Feb. 15 
(which meant that production had 
started the previous December). The 
Big Berthas of national advertising, 
including tv, opened fire March 15. 
“And,” says a company statement, 
“Ban’s best booster, Arthur Godfrey, 
went to work.” 

Results were immediate, with sales 





























shifting into high gear at once. The 
production line had to be put on two 
shifts throughout the week, then two 
more shifts were added on Saturdays, 
too, to keep up with orders. And, as 
noted, Bristol-Myers has now taken 
the volume lead in the 
market. 


deodorant 


It is little wonder that the company 
is watched as a pace-setter in its field 
or that it lays claim to many important 
advertising firsts. Among the latter 
is its record as a pioneer in commer- 
cial network programs both in radio 
(The Ipana Troubadors on KDKA 
Pittsburgh, wJz New York and wen 
Chicago back in 1925) and television 
(John Reed King on wetz Philadel- 
phia and what is now wrca-Tv New 
York on Oct. 27, 1946). The company 
was among the first to conceive back- 
to-back programming with Town Hall 
Tonight, starring the late Fred Allen. 
With the same show, it was one of the 
earliest to use multiple-product spon- 
sorship of a single program. It be- 
came an industry-watched innovator 
when, in the face of adverse business 
cycles, it increased rather than cut ad- 
vertising expenditures, a favorite eco- 
nomic theory of Lee Bristol, who 
espoused it in a book published in 
1934. The company helped introduce 
the use of cartoon characters in adver- 
tising with Jerry Jar and Terry Tube. 
And Bristol-Myers was a year ahead 
of the current media trend of tv at 
night, radio during the day. 

These —and similar —concepts are 
executed for the Products Division by 
a very small advertising department, 
26 people including secretaries. The 
staff is headed by advertising man- 
ager Frost, as mentioned, who has six 
advertising managers in support, each 
responsible for specific brands. And 
each manager, Mr. Frost emphasizes, 
is a working manager; there are no 
assistants. 

Because of close liaison with its 
agencies — Doherty, Clifford, Steers 
& Shenfield; Young & Rubicam; Bat- 
ten, Barton, Durstine & Osborn — the 
department needs no media, copy or 
service sections, can limit itself to 
administrative personnel. But it does 
contain two unusual sections, one for 
professional advertising (like Ipana 
ads in dental journals) and one for 
education (for company-prepared pro- 
grams—on general health, good groom- 


ing and the like — for use in schools). 
The latter falls in line with the com- 
pany attitude that even today’s youth 
can be today’s customer. 

For advertising is, says Lee Bristol, 
a continuing process—like the dynamic 
quality of life, itself, like the progres- 
sion of people. “Simply told,” he says 
with a look of apology, “it’s hearses 
and baby carriages.” 

National advertising, he continues, 
is highly competitive, “And one of the 
rules remains, ‘Get thar fustest with 


the mostest’.” The purpose is two-fold, 


to influence potential but still-uncon- 
verted customers and “to hold those 
you have against the luring blandish- 
ments of your competitors.” 

Mr. Bristol speaks from almost 70 
years of his family’s experience in 
the drug business. Bristol-Myers was 
founded as the Clinton (N.Y.) Phar- 
maceutical Co. in 1887 by William 
Bristol and John Myers, both members 
of prominent families. 

The first American record of the 
Bristols goes back to 1645. The family 
had first settled in Connecticut, later 

(Continued on page 122) 
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Bristol (Continued from page 121) 


moved to northern New York where 
they proved prosperous and education- 
minded farmers. They helped found 
Hamilton College in Clinton, N. Y., 
and, since then, five generations of 
Bristols have studied there. 

The Myers family was prominent 
in Vermont, operating some of the 
great marble quarries there that are 
still producing today. The Myers were 
interested in education, too, and sent 
their son, John, to Hamilton where he 
met Bill Bristol, an upperclassman who 
belonged to the same fraternity. 

After college, the two young men 
became stockholders in a metallic paint 
company in Clinton, N. Y. Later, when 
a local drug concern showed signs of 
foundering from poor management, 
the two friends decided to go into 
business on their own and bought the 
company. They incorporated with 
capital stock of $5,000 and Bristol 
became president; Myers, vice presi- 
dent. 


Proved Prosperous 


Referred to as “the pill factory” by 
local wits, the ethical drug business 
nevertheless proved prosperous under 
careful management, and two years 
later the corporation bought out an- 
other chemist’s business in Elmira. By 
1890, the merged companies moved to 
Syracuse to be nearer transportation, 
ultimately acquired their own build- 
ing on the Erie Canal. 

In 1895, when Saratoga Springs was 
at its height as a health resort, Bill 
Bristol had an idea. If the wealthy 
would go to the spas to partake of the 
waters, why wouldn’t the public-at- 
large buy the waters if they were de- 
livered to local markets? He had nat- 
ural tonics from leading spas analyzed 
chemically, reproduced them in crystal- 
line form and sold them under his 
company’s name as “Clinton Salts.” 
That was the start of Sal Hepatica, the 
first major product Bristol-Myers in- 
troduced. 

In 1898, the expanding company 
moved to Brooklyn and, in 1900, John 
Myers died. It was not until four 
years later that the first dividend was 
paid. But even afterward, Mr. Bristol 
continued returning profits to the com- 
pany, reportedly taking less salary for 
himself than he gave to some em- 
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ployees. Today, the company has a 
50-year, unbroken record of annual 
dividends. 

The company, reincorporated under 
its present name upon the demise of 
Mr. Myers, was further reorganized 
in 1918. It dropped some 3,000 stand- 
ard but not necessarily profitable items 
and became a specialty drug company, 
emphasizing its sales leaders, Ipana 
and Sal Hepatica. Executive offices 
were opened in New York in 1919 
and, by 1923, the Brooklyn operations 
had all been transferred to still larger 
plants in New Jersey. 

Bristol-Myers, unlike some of its 
competitors, survived the crash and 
by 1931 was adding new products, 
opening foreign subsidiaries and rising 
to the remarkable corporate vigor it 
has enjoyed since. 

The founder, the elder Mr. Bristol, 
who remained active in the company 
until his death, died in 1935. But as 
his sons had followed him to Hamilton 
College, so did all three follow him 
in business. 

Henry Platt Bristol, chairman of the 
board today, started as a time check 
man in 1908. Active in the financial 
affairs of the company, Henry Bristol 
has preferred playing a_behind-the- 
scenes role rather than embrace the 
glare of publicity. A director of a 
bank and railroad, in addition to his 
company duties, he is also a trustee 
of several important associations, a 
member of noted New York clubs. 
During the first world war he was 
a Major in the field artillery. 

It was Henry Bristol who named 
the company’s celebrated dentifrice, 
Ipana. The word is derived from ipecac 
(a South American plant whose roots 
are used as an expectorant) and the 
early packaging colors, a burst of red 
and gold rays, were based on the 
Japanese Order of the Rising Sun. 
Ipana, first introduced in 1915, was 
initially sold only to dentists for pro- 
fessional use. 

Lee Bristol, who has been president 
since he succeeded Henry in 1949, as 
a youth had watched his father make 
company payrolls, but he did not join 
the organization officially until after 
the first world war. Earlier, he had 
won a vice presidency for his adver- 
tising work with the Bishop Calculat- 
ing Recorder Co. and, as a result, 
joined Bristol-Myers as secretary and 


advertising manager. He has since be- 
come one of the best known ad men 
in the country, has served as president 
of the Association of National Adver- 
tisers, director and vice chairman of 
The Advertising Council, director of 
the National Association of Manufac- 
turers, plus many other civic-industrial 
posts. 

(His two sons, Frederick and Lee 
Jr., are also members of the company. 
The former is now director of packag- 
ing for the Products Division, while 
the latter is one of the advertising 
brand managers serving under Don 
Frost.) 

The third of the founder’s sons, 
William McLaren Bristol Jr., drove 
an ambulance during the first world 
war, then joined Bristol-Myers as one 
of its cost accountants in 1919. By 
1928 he had worked up to the office 
of secretary and treasurer, was made 
a director in 1935 and, a year later, 
vice president. He was elected execu- 
tive vice president, his present title, 
in 1946. William Bristol was notably 
active in Washington during the sec- 
ond world war, serving on various War 
Production Board committees and as 
chief of the health supplies branch, 
Office of Production Management. 

(Of his three sons, only one is in 
the company, William M. “Mac” 
Bristol III. He is a vice president of 
the Products Division in Hillside, N. J.) 

Also prominent in company manage- 
ment is executive vice president Philip 
Cooke Sayres, another alumnus of 
Hamilton College, as well as of New 
York University where he studied 
finance. He joined the company as 
comptroller in 1931, became assistant 
treasurer in 1935 and, two years later, 
secretary-treasurer. He was appointed 
a director in 1943 and to his execu- 
tive vice presidency in 1946. 


Frost with IBM 


Advertising manager Frost started 
in sales with International Business 
Machines, then joined Owens-Illinois 
Glass before being called back to IBM 
in 1937. While hospitalized by pneu- 
monia, he thought things over and 
decided to go into advertising, sign- 
ing on with Young & Rubicam’s mar- 
ket research dept. in 1938. After war- 
time service with the Navy, he joined 
Bristol-Myers in 1945, rising to a 
brand managership by 1950. Then 

















Drugs (Continued from page 76) 


guns for Eno Salts and Scott’s Emul- 
sion during the cold weather months. 
Hubert R. Sweet is in charge of time- 
buying. 

e SSS Co., for their SSS Tonic, used 
38 stations for day and night announce- 
ments and participations during the 
first quarter. The firm ranked 186th 
among spot users and was estimated to 
have spent over $100,000 in ihe 
medium. 

e Seeck & Kade, Inc., distributors of 
Pertussin cough remedy, were active in 
fourteen markets with announcements 
and participations. Around $275,000 
was spent during the first three months 
of the year. 

e Serutan Co. was active in around 
15 markets during the first quarter 
buying both syndicated and local pro- 
grams, although some participations 
and announcements were included. The 
markets were widely scattered to give 
Serutan tv representation in all parts 
of the country. 

Typical of reaction to the Serutan 
Co. advertising of Geritol was that of 
the Yahr, Lange Rockford Drug Inc., 
of Rockford, Illinois, the general man- 
ager of which, Sydney D. Derry, told 
WREX-TV Rockford that after Serutan 
began to use WREX-TV channel 13 there 
was a “marked increase” in the sale 
of Geritol. “Our sales area is well cov- 
ered by your signal,” Mr. Derry con- 





Compton Advertising wooed him away 
to work as account executive on Proc- 
ter & Gamble billing, but he returned 
to Bristol-Myers in 1954 as head man 
in advertising for the Products Divi- 
sion. He was made a vice president 
last December. 

With these executives, Bristol-Myers 
is in a solid position, not only with 
research and advertising, but with an 
expert management team, as well. As 
for the future, Lee Bristol today says 
his company intends “to keep abreast 
of the times and, hopefully, ahead of 
them.” He looks forward “most opti- 
mistically” to 1956’s volume, predict- 
ing that business in general will not 
be markedly different from last year’s 
bonanza. “But individual cases can 
run way ahead of the average,” he 
warns. “You can always do that.” And 
judging from Bristol-Myers’ record as 
a pace-setter, television will be the 
1956 way to still higher sales peaks. 





McKesson & Robbins Co. renews its 
contract with wwwp Springfield for 
spots promoting Bexel Vitamins on the 
station. James H. Ferguson Jr., (l.) is 
sales manager of wwiP, William E. 
Thompson is vice president and divi- 
sion manager for McKesson & Rob- 
bins. Carl E. Nason (standing) is sales 
representative for the drug firm. 


tinued, “and you may rest assured 
that if any of the manufacturers whose 
brands we handle ask for our advice, 
we will be happy to recommend your 
station for best results.” 

e Smith Brothers, makers of cough 
drops, are heavy users of tv spot an- 
nouncements in the cold season. During 
the first three months this year the com- 
pany was on well over a hundred sta- 
tions and ranked 76th among users of 
spot. Their expenditures in the medium 
were estimated to total about $280,000. 

e Sterling Drug Co., biggest of the 
spot television users, ranked third 
among all spot advertisers during the 
first quarter of 1956, with spending 
estimated at $2.2 million for the three 
months. Bayer Aspirin and Phillips 
Milk of Magnesia are the big spot users 
in the long list of Sterling products. 
Carl S. Brown Co. handles advertising 
for Dr. Caldwell’s Laxative, Fletcher’s 
Castoria, and Z. B. T. Powder. Rose- 
Marie Vitanza is the timebuyer. 
Dancer-Fitzgerald-Sample is the agency 
for Bayer Aspirin, Energine, Dr. 
Lyon’s toothpaste, Haley’s MO, Pep- 
samar and Phillips Milk of Magnesia 
with Frank Moriarty supervising time 
buying. Thompson-Koch Co. handles 
Double Danderine and Mollé as well as 


~ Robert Hall. This company is expected 


to announce some new products this 
fall which are expected to get consider- 
able attention in spot. Haley’s Boost- 
ered Aspirin is one of these and will 
be handled by Compton. Sterling buys 





mostly minutes and 20’s, both day and 
night. They don’t buy ID’s and seldom 
are interested in programs. 

Illustrating the depth of the Bayer 
Aspirin campaign is the fact that the 
company was on nearly 150 stations 
with announcements during the first 
three months of the year. Also, Phillips 
Milk of Magnesia was promoted on 110 
stations while Haley’s MO was used on 
nearly 60. 

e Vick Chemical Co. was 23rd 
among spot users as the year ended, 
but it moved down to 47th for the first 
quarter of 1956 when around $400,000 
was spent in television spot. The com- 
pany is strictly a cold-weather adver- 
tiser. BBD&O is the agency for the 
cough drops, Vaporub and Vatronol. 
Mickey McMichael is the timebuyer. 
Morse International handles the cough 
syrup, inhalers and lozenges. Orrin 
Christy, Jr., is the timebuyer. Vick 
prefers nighttime 20’s and ID’s. Dur- 
ing the cold season the company ranked 
among the first 50 users of spot in the 
country. Heaviest campaign was for 
Vaporub which was promoted in more 

(Continued on page 124) 





ARB es WILK-TV’s Leadership in the 
rich ortheastern Pennsylvania market 
area. WILK-TV reaches 207,823 of the 
241,154 TV sets in its primary coverage 
area, better than 86%! 


Here are the facts, as reported in ARBs 

15-county regional survey (March 25-31, 

1956). The figures quoted are based on 

~ top time period from 5 P.M. to 
-M, 


First Place 
Quarter Hours 


WILK-TV 
STATION “BY .... 65 
STATION “C” .... 32 
STATION “D” 1 (tie) 


TOP audience at LOW cost per 
thousand! GET THE FACTS! 














Wilkes-Barre 


Scranton 
Call Avery-Knodel, Inc. 
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Dr ugs (Continued from page 123) 
than 50 markets. Vick’s cough drops 
were pushed in 30 while Vatronol, the 
next most heavily advertised, was pro- 
moted in 18. 

e Warner-Lambert Pharmaceutical 
Co., maker of Listerine Antiseptic and 
toothpaste and Natizyme toothpaste 
(see separate reference to Emerson 
Drug Co., a subsidiary), was 20th 
among spot advertisers during the final 
quarter of 1955 with billings estimated 
to have totaled $755,200. It ranked 
22nd the first quarter this year with 
billings of $725,900. Lambert & Feas- 
ley, the agency, concentrates its efforts 
on the five-minute Les Paul and Mary 
Ford at Home film show which is run- 
ning twice a week in 50 markets and 
will continue through the year. William 
B. Hinman is timebuyer for the ac- 
count. 

While there are literally hundreds of 
smaller manufacturers using television 
those listed above include most major 
firms. 


Popularity on Increase 


Popularity of television as an adver- 
tising medium for drug chains and 
even individual local stores is growing 
rapidly. While this advertising falls 
into nearly every television category, a 
major part of these store advertisers 
use either announcements or syndicated 
film, or both. 

Some typical firms now using tv are 
listed below in alphabetical order. 


e Gallaher Drug Co., with 55 stores 
in Ohio and neighboring states, began 
using television in September 1949 and 
has been using it consistently since. 
Mr. Marshall K. Wood is president of 
the stores and Mrs. Elizabeth U. Blom, 
advertising manager. Hugo Wagenseil 
& Assocs. is the agency. Principal tv 
program at present is Romper Room 
(9:30-9:55 a.m., Mon.-Fri.), a Bert 
Claster production which is produced 
live on WLW-D Dayton. Miss Jean is the 
Romper Room teacher. In addition, 
one-minute spots are used six times a 





PROMOTION DIRECTOR WANTED 


Are you a #2 man (or even a +1 man) 

with a desire to move onward and upward? 

We are looking for a top man to fill a top 
position. Should be especially strong in sales 
promotion 

Send background profile, salary expectations to 


Box 402, TELEVISION AGE 
444 Madison Avenue, New York 22, N.Y. 
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Fresh Sales Up 


Beat the Clock CBS-TV Sat- 
urday night program (7:30-8 
p-m.), together with excellent 
television commercials, is cred- 
ited by President Frank F. Bell 
of the Pharma-Craft Co. with 
boosting the sales of Fresh de- 
odorants to an all-time high. J. 
Walter Thompson is the agency 
for the manufacturers of Fresh 
Stick and Fresh Cream. Beat the 
Clock is a stunt program, in- 
tended to interest and entertain 
its participants as well as its 
viewers and its super-bonus jack- 
pot has a way of mounting into 
high figures. As this happens in- 
terest mounts and, says President 
Bell, “so do Fresh Deodorant 
sales.” 











day, five days a week on WLW-D. Gal- 
laher’s has built a special set for these 
one-minute spots using photo murals 
of cosmetic and drug departments with 
a counter and cash register to complete 
the set. The announcer wears a phar- 
macist’s smock. An identification slide 
shows the exterior of Gallaher’s new 
Main at Second store. 


The store integrates tv into overall 
store promotion which is tied in with 
newspaper, radio and point-of-purchase 
promotion materials. Drug, sundry and 
cosmetic items are featured. As a test 
the store increased its television adver- 
tising for these departments from July 
1955 to June 1956. At the end of the 
ten months ending April 31, 1956, sales 
in the drugs, sundries and cosmetic 
departments showed an increase of 6.6 
per cent. 

e Gray’s Cut Rate Stores, a West 
Virginia chain with two stores in 
Parkersburg, uses five one-minute spots 
a week on wTaP Parkersburg. Three 
are slotted at 6 p.m. and two for the 
late movie. Herb Gottlieb, local man- 
ager, has noted considerable success 
with items featured on the WTAP an- 
nouncements. Gift items have been fea- 
tured a number of times with good 
results and the sales of the photography 
service and materials department have 
been increased due to consistent pro- 
motion on television. Gray’s Cut Rate 
Stores has announced their intention of 
increasing the television budget for the 


next fiscal year. 

e Katz Drug Co., with stores in Mis- 
souri markets, uses television in both 
Kansas City (wpAF-Tv) and in St. 
Louis (Ksp-Tv). The Kansas City sta- 
tion presents Tv Teen Town, a local 
daytime hour which has attained con- 
siderable popularity. In St. Louis the 
stores sponsor the 30-minute Official 
Films syndicated show, Overseas Ad- 
venture, a rerun of Foreign Intrigue. 

e May Drug Co., Cedar Rapids, 
buys the 30-minute Mca-Tv film syndi- 
cation Man Behind the Badge as a 
regular nighttime presentation on 
wmMt-tv Cedar Rapids. 

Half of Budget in Tv 

e Mills Drug Stores, Inc., with three 
large stores in Rapid City, S. D., spends 
half of their $10,000-annual advertis- 
ing budget on KoTA-Tv Rapid City, 
sponsoring the CBS Television film 
series Annie Oakley. Three one-minute 
commercials are used with the film. 
Harold Mills, president of the company, 
and William Mills, advertising man- 
ager, are well pleased with the results 
they are getting from the series and 
plan to continue to use tv indefinitely. 

e National Drug Stores, with stores 
in Belpre, W. Va., and Marietta, Ohio, 
is a consistent tv user with three one- 
minute spots per- week on WTAP Park- 
ersburg. The announcements are slotted 
at 6:30 p.m. Management of the stores 
believes that they are getting results 
from the advertising and have just in- 
creased their order to four spots every 
seven days. 


Ellery Queen Show 


e Preston Drugs, Jacksonville, using 


‘ the Television Programs of America 


syndicated series The Ellery Queen 
Show, has had considerable success on 
WMBR-TV Jacksonville. Wayne Preston, 
president, says: “Last week we pro- 
moted aluminum glasses and sold over 
one thousand units. Every previous 
promotion, regardless of product, has 
been a sell-out.” 

Preston Drugs operates three stores 
and a gift shop in Jacksonville. Mr. 
Preston says that he hesitated for some 
time before getting into the sponsorship 
of a half-hour film because he was 
afraid it would be too expensive. Now 
he is well pleased. “Not only have we 
been able to trace direct volume sales 
to Ellery Queen, but we have found a 
public acceptance not evident with any 











other type of advertising.” An increase 
in prescription business is also credited 
to the syndicated show. 

e Skillern’s Drug Co., a Ft. Worth- 
Dallas drug chain, has found televi- 
sion an effective way to cover its mar- 
ket. The company uses the 30-minute 
syndicated adventure movie Foreign 
Intrigue in a night segment on KRLD-TV 
Dallas and another syndicated film, 
Cisco Kid, on wBap-tTv Fort Worth. 

e Ward Drug Co. of Dallas, a small 
chain, uses Final Edition, a news show 
on WFAA-TV Dallas with considerable 
effectiveness. 





Pulse 


ly, if there’s a second set in the house, 
this is the time when it will probably 
be turned on. 

The children continue to make their 
presence felt. From 5-6 p.m., the dif- 
ferential soars still higher and hits the 
7.6 mark. It dips slightly to 7.0 be- 
tween 6 and 7 p.m., but that, again, is 
the dinner hour when the family is 
probably assembled together in one 
room—and in sight of one tv set only. 

Between 7 and 8 p.m., the differen- 
tial declines somewhat to reach about 
4.2. It should be pointed out, however, 
that this is statistically significant and 
actually not much lower than the un- 


(Continued from page 57) 





Bout Time in Color 


Another first in color tv is 
claimed by KMTv Omaha. The 
station early last month presented 
in color eight live-action boxing 
bouts that were sanctioned by the 
AAU. Reaction to the event, 
KMTV reports, was immediate 
and unanimous, with an esti- 
mated 180,000 people viewing the 
boxing card. 

To add to the success of the 
program, there were two spon- 
sors—RCA and Best Appliance 
& Furniture Co. of Omaha. Owen 
Saddler, KMTV general manager, 
sums up the station’s feelings: 
“KMTV has pioneered color tele- 
vision in this area. It is logical 
that [we] should add color tv 
to one of tv’s most popular pro- 
grams.” 











usual figure experienced at 4 p.m. The 
fact remains that homes with more 
than one tv set are probably, from 7 to 
8 p.m., using as many as they have. 

After 8 p.m., however, the usual bed- 
time for many youngsters and the be- 
ginning of study hours for older chil- 
dren, the differential between tv usage 
in one- and two-set homes drops 
abruptly. It goes to 2.1 for the 8-9 p.m. 
period, then drops even further to 1.1 
for the 9-10 p.m. hour. It rallies only 
slightly to average 2.2 for the 10-11 
p-m. time slot. 

But then, interestingly, from 11 p.m. 
to midnight, it jumps to the high of the 
day and reaches the 7.9 level. Obvi- 
ously, the second set is not being 
turned on by children at that time. 
The differential can be attributed pri- 
marily to adults who, having been 
gregarious all day, tend to separate 
from the group, to go off by ones and 
twos to watch the tv programs of their 
own preferences. Nearly half of New 
York, it should be remembered, 
watches television after midnight 
(“How Late Do You Watch?” tv ace, 
February 1956). 


The differentials quoted so far are 
hourly averages, it should be noted. 
Figures on a 15-minute basis, Monday 
through Friday, appear in table 2. 

Comments from The Pulse staff in- 
dicate that the second set is probably 
one placed in a secondary room of 
the home—a den, playroom or per- 
haps even a bedroom. Researchers 
point out that if this development of 
additional sets in other rooms of the 
house continues, the resulting viewing 
habits will resemble the patterns of 
radio listening, and “viewing will be- 
come a matter of individual, personal 
choice.” 

And, for the purpose of measuring 
advertising impact and audience re- 
sponse, it will be important for any 
measurement of the tv audience to 
utilize a method that can handle mul- 
tiple-set homes. 

The urgency of that problem is dem- 
onstrated by the fact that, as noted 
above, one fifth of the metropolitan 
New York tv homes already have more 
than one set. And consumers say now 
that, after they buy color receivers, 
almost half of them intend also to 
keep their present sets (“Ready to 
Buy Color?” Tv ace, May 1956). 











Trademark* 


Wichita Windy is the name of 
the breezy little cartoon figure 
that serves as trademark for 
KTVH Wichita-Hutchinson, and 
he got it as a result of a mail- 
pull contest. But the name de- 
pends on the character’s birth: 

Windy is the original creation 
of a former staff announcer who 
used to do a number of KTVH 
weather shows. To add flavor and 


color to his routine weather 
news, the announcer created the 
impish little character who, ac- 
cording to rumor (circulated by 
KTVH), was responsible for the 
freakish ups and downs of Kan- 
sas weather. 

Then came the contest, with 
the suggestion that the likeable 
little fellow be called “Windy.” 
The station added the “Wichita” 
tag shortly thereafter, not only to 
give him the benefit of a full 
name, but to tie him more closely 
to the primary market within the 
KTVH coverage area. 

Since then, Wichita Windy has 
appeared, not only on tv, but in 
local newspaper ads, national 
trade magazine material, station 
mailings, Christmas cards, in the 
Wichita edition of Tv Guide and 
similar promotional spots. He re- 
cently reached a new height— 
about lip-level of hundreds of his 
favorite girl friends in Kansas 
and throughout the country: 
Wichita Windy had his picture 
on earrings that KTVH used as a 
promotional gimmick. 

Windy tries to demonstrate 
that, “When it comes to television 
in central Kansas, Podner, there’s 
just no better buy, no better view 
than KTVH.” 


*One of a series. 
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We're 10 Years Old! 


by any other post-war agency 





This chart shows our growth from 3% million 
dollars of billing to over 36 million—unequaled 





1950 1951 


1948 


You can’t do it the easy way! 


Some things we have learned from our 10 years of experience 
that have proved profitable to uu-AND TO OUR CLIENTS 


Speco successful businessman, we suppose, likes 
to think he “got there” by hard work—and usually 
he did. 

We feel that way ourselves. We’re ten years old, and 
we probably have a right to view our first decade as 
a pretty successful one. 

But when we look back, we can’t find anything sen- 
sational in our performance. No fireworks. 

Just an awful lot of hard work. And some surprising 
results. 

We tooled up for it 


Back in 1946, SSC&B was founded to meet a post- 
war need for experience, special knowledge, and hard 
work in the coming battle for packaged goods sales. 

Our new agency was deliberately staffed with men 
of wide experience and outstanding ability in this 
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highly competitive field. Men, you might say, who 
were hardened by “the discipline of the depression.” 

Also by design, it included some of the country’s 
top-flight specialists in television—a still-experimental 
medium that was foreseen as a new, powerful selling 
force of the future. 


It has paid off—double 


The chart above shows how an advertising agency 
founded on such ideas, and blessed with able clients 
and fine products, can prosper. 

But—more interesting to you—it shows how our 
clients have prospered too. 

For, of our total 36 million dollar billing today, 
more than 20 million is increased billing from eight of 
our earliest clients, based on increased sales. 














And all eight of these clients are in fields so strongly 
competitive that sound, hard-selling copy is almost a 
must for survival—cigarettes, soaps, proprietaries, 
foods and other grocery and drugstore items. 


Some things we’ve learned 


These are supposed to be lush times. But competition 
in many fields is just as tough as ever—or tougher than 
ever. 

The battle is still going on, and experienced adver- 
tisers are not being fooled by what may look like 
easy going. 

They know that, even with volume bulging, it is 
easy to lose competitive position. 

They know that new product developments can 
badly damage a beautiful consumer franchise almost 
overnight. 

And that a relaxed attitude toward advertising, sell- 








ing and product improvement can be an invitation to 


disaster. How we may help 
If you are such an advertiser, you might be interested 
in hearing how we operate under today’s special com- 
petitive conditions. 

How, for example, we have helped clients launch 
new products in brutally competitive fields. 

How we have helped “fenced in” products break 
out of local markets into broader, richer territory. 

How we have helped fine products, that somehow 
had dropped behind the field, regain leadership. 

Success in jobs like those does not come easy. It all 
adds up to hard work. But that’s what we like here at 
SSC&B. Because we’re used to it and are geared up 
to it. 

And because we’ve found that it gives an advertis- 
ing agency its best chance to grow—along with its 
clients. 


Sullivan, Stauffer, Colwell « Bayles, Inc. 


477 MADISON AVENUE, NEW YORK 22 


os PHONE: MURRAY HILL 8-1600 
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i its set for September... 


_ MAXIMUM POWER 
& 


on Michigan's TALLEST TOWER ; 






There’s a dramatic change scheduled 
for Michigan’s television picture in Sep- 
tember, 1956 ...and WWTV is 
pulling the switch! We’re harnessing 
316,000 watts of sales power to our 
1282’ tower to bring bigger and better 
television service to 48 of Michigan’s 
83 counties! We’re increasing our grade 
“A” coverage set count by 27% ... 
boosting grade “B” by 37% .. . and 
adding a new bonus in grade “C” for an 
impressive total of 381,894 sets. 
(RETMA 4/27/56) 


the HIGH spot in Michigan’s Television WWTV 


SPARTON BROADCASTING COMPANY 


CBS-ABC CADILLAC, MICHIGAN NAT'L REPS. 
CHANNEL 13 WEED TV 
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In the picture 


With his purchase last month of wmMuR-Tv Manchester, N. H., for a reported $850,000, 
George B. Storer, president of the Storer Broadcasting Co., extended his group of tv and 
radio stations into the New England area for the first time. Born in Champaign, Ill, 57 years 
ago and educated at Cornell University, Mr. Storer, at 22, was president and general manager 
of Standard Steel Tube Co. in Toledo from 1921 to 1926 and the following year was a vice 
president of Republic Steel Corp. He became president of Storer Broadcasting Co. in 1927. 
Today, in addition to his tv-radio activities, Mr. Storer is chairman of the board of the Stand- 
ard Tube Co. and president of the Miami Sun Publishing Co. In Miami Beach, where he has 
his permanent residence, he is director of the Community National Bank of Bal Harbour 
and a member of the board of trustees of both St. Francis Hospital and Church-by-the-Sea. 





Co-heading an 1l-man syndicate which last month swung the biggest money deal in base- 
ball history when it bought the Detroit Tigers for $5,500,000 was John E. Fetzer, president 
of WKZO-Tv-AM Kalamazoo, KOLN-Tv Lincoln, Neb., and wJyeFr Grand Rapids. But baseball 
magnate or not, broadcasting is the first love of Decatur-born John Fetzer, who started in 
it as a radio ham at 17 and has since been an engineer, announcer, program director, sales 
manager, station chief and owner. In 1923 he designed, built and operated KFc¢z, the first 
radio station in southwestern Michigan. Seven years later he bought educational station WEMC 
from Emmanuel College in Berrien Springs, Mich., changed the call letters to WKzO and moved 
to Kalamazoo. In 1950 he started his tv operation there, and his selection three years later as 
chairman of the Television Code Review Board was a trade “natural.” 





Eric Jensen has been appointed to the post of general manager of wLw-D, the Crosley 
Broadcasting Corp. television outlet in Dayton, replacing H. P. Lasker, who is being trans- 
ferred to the Crosley New York office as vice president in charge of sales. Prior to joining 
Crosley, Mr. Jensen was with J. Walter Thompson for more than eight years as the contact 
on such accounts as Swift & Co., Fanny Farmer Candies and the Ford Dealers Association, 
for which he set up the telecasts of the Cincinnati Redlegs games now aired over the Crosley 
stations. Early in his career, after serving as deck officer in the merchant marine during World 
War II, Mr. Jensen was a director and producer of several network programs, among them 
Lux Video Theatre. Eric’s wife Betty has also worked in tv as a producer, with Kraft Theatre 
prominent among her credits. The Jensens are the parents of a six-year-old boy. 





Starting as an account executive with Television Programs of America, Inc., two years 
ago, Vincent Melzac has been elected vice president of the tv-film firm. In his new position 
he will work with Milton A. Gordon, TPA president, on administrative matters, and with 
Michael M. Sillerman, executive vice president, in sales coordination and expansion, as well 
as continuing his present duties as head of TPA International. Born in Cleveland and edu- 
cated at Western Reserve, Mr. Melzac was director of merchandising, planning and control 
for the Wolf & Dessauer department store in Fort Wayne for five years, along with being art 
critic for the then Fort Wayne Journal-Gazette. For two years before joining TPA he was 
management consultant to the Atomic Energy Commission, specializing in organizational anal- 
ysis and budget control. Mr. Melzac is married and the father of two small children. 





The newly created position of executive vice president at Mumm, Mullay and Nichols, Inc., 
Ohio’s oldest advertising agency, has been given to George A. Slater, senior vice president 
of the Columbus firm for the past seven years. A Bostonian by birth, Mr. Slater was taken by 
his family to Cleveland when he was very young, and he has lived in Ohio ever since. He 
received his degree from Miami University, did a year of post-graduate work there, and then 
found his first job with the Cincinnati Post. He followed that with stints at the Kroger Co. 
and at the Ralph H. Jones advertising agency in Cincinnati, subsequently joining Mumm, Mul- 
lay and Nichols in 1938. Mr. Slater represents the advertising-agency fields in the Rotary Club 
of Columbus and enjoys the further—if unrelated—distinction of being one of the best- 
known amateur golf champions in Ohio. 
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In the picture \ 


At the relatively youthful age of 34, Louis L. Ergmann has been elected vice president in 
charge of television and radio at Robert W. Orr & Associates, Inc., New York, following 
five years as radio and tv director for the agency. Born in upstate New York, Mr. Ergmann at 
20 started a hitch in the United States Navy that took him through four years of World War 
II. Upon his discharge from the service, he attended Syracuse University and emerged with 
a B.S. in industrial engineering. Mr. Ergmann then joined the guest-relations staff of the 
National Broadcasting Co., and a year later entered the advertising field as radio and tv direc- 
tor for Ogilvy, Benson & Mather. He remained with this company for two years, shifting 
over to Orr Associates in 1951 in a similar capacity. Mr. Ergmann is married and the father 
of three children, and lives with his family in Easton, Conn. 





In a month marked by the ascendance to a vice presidency of several advertising-agency 
staffers, Ted Grunewald has been elevated to that position at Hicks & Greist, Inc., New 
York. For the past three years he has been director of the tv and radio department of the 
agency and has contributed heavily to merchandising programs for such accounts as Dixie 
Cup and Sandran floor coverings. That seeming rarity, a native New Yorker, Ted was born 
in Brooklyn and attended New York University, where he majored in marketing—a course 
of study that was interrupted for three years because of service with the armed forces in 
World War II. Following his graduation, he stepped into the ad field by joining Doyle Dane 
Bernbach, Inc., subsequently moving over to William Esty Co. and then to Hicks & Greist. 
A one-time resident of Summit, N. J., he now lives in Queens, N. Y. 





Alfred R. Tennyson, director of Kenyon & Eckhardt’s commercial productions depart- 
ment since its formation last December, has been elected a vice president of the agency, which 
he joined five years ago as a radio and tv producer. In January 1953 he was placed in charge 
of talent and new programs and became head of tv-radio commercial programs in November 
1954. Prior to going with K&E, Mr. Tennyson spent three years as a radio-tv producer at Cun- 
ningham & Walsh; before that he was night manager of radio station WHN, New York, for 
two years. Educated at Cheshire Academy in Connecticut and then at Yale, Mr. Tennyson was 
a deck officer in the merchant marine during the war. His hobby is songwriting, and the ex- 
tent of his ability along that line is indicated by the fact that he has had seven major record- 
ings of his tunes, the most recent being Say It Isn’t Tonight on RCA Victor. 








Wilson A. Shelton, a veteran of many a creative advertising campaign, has become affili- 
ated with Compton Advertising, Inc., as a vice president and assistant creative director, 
working with Alfred J. Seaman, executive vice president and creative director of the agency. 
Mr. Shelton is a product of the Southland—raised in Charleston, N. C., and educated at the 
Porter Military Academy and at the University of North Carolina. In amassing a background 
in the creative end of the advertising business that is sizable and diversified, he has seen 
service as a copywriter with BBDO, vice president and group head at Kenyon & Eckhardt, 
copy chief for William Esty Co. and most recently vice president and creative director of 
the Biow Co. For the past ten years Mr. Shelton has made his home in Brookville on Long 
Island, New York. He and his wife are the parents of two children. 





There can’t be much doubt that, when it comes to schooling in the advertising field, 
Wickliffe Crider has had the Madison Avenue equivalent of Princeton, Heidelberg and 
the Sorbonne. In less cryptic language, he has gained his knowledge as a graduate of three 
of the foremost agencies in the business; and now he is matriculating in a fourth of com- 
parable stature. When an adman has successively served J. Walter Thompson, BBDO and 
Kenyon & Eckhardt, he can be presumed to know thoroughly the ins and outs of his profes- 
sion—which is precisely why Young & Rubicam recently tabbed Wick Crider to be director 
of program operations in its Hollywood office. Mr. Crider switched to Y&R after four years 
as vice president in charge of tv and radio for Kenyon & Eckhardt, during which tenure he 
was involved in supervising a number of tv’s top-budgeted and highest-rated shows. 
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It’s rows of roses rambling over yards of It’s acres of flowers—an eight-million-dollar It’s millions of lasting impressions—made 
unpressed pleats—in this fresh new cotton garden, within the krca signal area, that on big-earning, big-spending Southern 


designed by Alex Colman of California. produces 45% of America’s rose crop. Californians by advertisers who use . . . 


KRC A:4. ... SOLD BY(NBE}SPOT SALES 


NBC LEADERSHIP STATION IN LOS ANGELES 











Across the 
bridge with 


REG.U.S. PAT. OFF. 


One division of the noted company looks at, tests, 


hen a corporation like E. I. du 

Pont de Nemours endorses a 
medium, the action is usually based 
on good reason. And it was no excep- 
tion recently when the finishes division 
of the Fabrics and Finishes Dept. at 
du Pont announced a big new interest 
in spot television. 

The word that du Pont was setting 
aside more money for spot was given 
by Larry Davis, advertising and pro- 
motion manager of the finishes divi- 
sion at a general managers’ meeting 
held by CBS Television Spot Sales. 

His announcement was not an arbi- 
trary one, nor was it made in the spirit 
of “Let’s try anything new to hoist 
sales.” It came only after du Pont, a 
company that strongly believes in ad- 
vertising research, made an expensive 
and extensive study on the sales effect 
of spot tv. 

But first, here’s the advertising case 
history of the finishes division: 

The primary products of the divi- 
sion are paints and polishes, a field in 
which the competition is acute, to say 
the very least. As a result, the division 
employs between a third and a half of 
all the sales personnel utilized by the 
entire company. That alone is enough 
to make the division one of the prin- 
ciple marketers of consumer products 
bearing the du Pont Oval trademark. 

Yet, competition persists. There are, 
for instance, some 1,300 companies in 
the paint business, all trying for a 
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good slice of the total market. And 
most companies with national distribu- 
tion, du Pont included, are opposed in 
individual markets by companies of 
primarily local or regional nature. As 
a result, most national paint distribu- 
tors cannot hope to outspend competi- 
tion in all markets, and it is a fact 
that, in almost every instance, the top 
companies in each market spend more 
on advertising than du Pont does. 
Obviously, what money du Pont does 
allocate has to be effective. 


Long-Time Print User 


Traditionally, du Pont has resorted 
to print. “Over the years,” says adver- 
tising manager Davis, “we have ad- 
vertised our paint and polish products 
in newspapers and magazines with 
good results.” Citing his company’s 
use of print as “reasonably effective 
and significantly better than most of 
our competition,” Mr. Davis attributes 
part of the success, at least, to headline 
and copy pre-testing and consumer 
depth interviewing. He says, “Daniel 
Starch scores on ‘noted,’ ‘seen-associ- 
ated’ and ‘read-most’ — together with 
Gallup-Robinson ‘impact’ scores — in- 
dicate that our magazine advertising 
has been competitively successful.” 

And market-by-market checkups on 
du Pont’s newspaper advertising testify 
that, although the company has often 
been snowed ‘under by competitive 
lineage, it has assuredly held its own 





Larry Davis 


and then buys spot tv 


in the medium, per-dollar-spent. 

But on the other hand, the division 
did not have a comparably good record 
in terms of its broadcasting efforts. 
In fact, earlier experiments with the 
airwaves did not yield very good re- 
sults. Not only did tradition keep the 
company concentrating on print, but 
so did the du Pont feeling that broad- 
casts either were-not good for the 
products or were not being utilized 
correctly. 

Du Pont agreed to reconsider its 
broadcasting policy, however, after it 
had been -approached, via its agency, 
Batten, Barton, Durstine & Osborn, 
with the CBS Television Spot Check 
Plan. The plan, as Clark George, then 
general sales manager of CBS television 
Spot Sales, explained, offers the tv 
advertiser the opportunity to check 
tv’s before- and after-impact by means 
of a 13-week test campaign on any of 
the CBS Spot Sales represented sta- 
tions. Offered as a free service to 
advertisers, the survey is actually con- 
ducted by an independent research 
organization. 

While the plan is what triggered du 
Pont’s interest in trying ID’s, du Pont’s 
Mr. Davis felt that if a quick survey 
could be as valuable as it seemed, an 
even more intensive study should show 
still more conclusive results. The com- 
pany decided to try ID’s and test their 
effect in three markets. 

In the first market, the primary 








outlet for du Pont products was a 
company-owned store, and _ results 
could be corroborated easily by an 
inventory check. In the second and 
third markets, where ID’s plugged a 
polish and a paint, respectively, du 
Pont called in Dun & Bradstreet, had 
them make a check of the tv results. 

In all three cities, the use of ID’s 
showed positive results, measurable in 
increased sales of the products adver- 
tised. 

That was very surprising to the 
people at du Pont. For one thing, they 





Tv Boosts Car Sales 


Although most car dealers have 
suffered a sharp decline in 1956 
sales, one—George “Pontiac” 
Pattison of New Orleans—has 
reversed the picture and chalked 
up a six-unit increase for the 
first six months of this year. 

Says Mr. Pattison: “I don’t be- 
lieve that my dealership could 
have survived in the past year 
without our tv saturation sched- 
ule. I believe so thoroughly in the 
medium that 95 per cent of my 
advertising budget is devoted to 
it... . We have maintained our 
volume by continuing our vol- 
ume tv advertising. . .. We enjoy 
excellent floor traffic, and tv is 
what brings the people in. . . ” 

Sunday afternoons, Mr. Patti- 
son sponsors a local WDSU-TV 
program, the format of which is 
patterned after NBC’s Wide, 
Wide World. He also co-sponsors 
a couple of weekly syndicated 
films, spending a total for time 
and talent of some $7,000 per 
month. 

Commercial copy, incidentally, 
is direct, simple and concise with 
prices usually quoted. The Pon- 
tiac brand name is always heav- 
ily featured, as is the dealer’s 
easy-to-reach showroom location. 
In keeping his sales up and 
showing an advance even over 
the unusually prosperous 1955, 
Mr. Pattison has become sales 
leader for all Pontiac dealers in 
the south. And nationally, his 
sales volume ranks 7th, although 
his franchise is in the nation’s 
21st market. 











felt the consumers in these markets 
were already familiar with the prod- 
ucts and probably had already made 
up their minds to be either users or 
non-users. After all, du Pont had a 
long history in the field and had earlier 
established its products with good ad- 
vertising in other media. Finally, the 
before-tv studies showed the public had 
such a wide familiarity with the du 
Pont products that it seemed highly 
unlikely tv could make any significant 
additions. 

What does du Pont plan to do about 
its carefully researched tv experiment? 
Mr. Davis answers the question: 


New Product Uses Tv 


“We have a new product, New Car 
Wax, which will be advertised by a 
double-page spread in Life magazine 
and by a fairly substantial newspaper 
campaign in 160 markets. But the 
bulk of our appropriation is going into 
television ID’s.” New Car Wax will 
be advertised on tv in from 38 to 40 
markets. 

“You are at liberty to quote me as 
holding the opinion, backed by such 
research facts as we have been able 
to afford, that, properly used, tv ID’s 
can do a good job of increasing an 
advertiser’s share of the market, even 
when used on a minimum frequency 
basis, as we did in connection with 
these tests.” 

For New Car Wax du Pont is using 
the following stations, listed alphabeti- 
cally by market: 

WAGA-TV and WLW-a Atlanta, WBAL-TV 
Baltimore, WABT Birmingham, WNAC-TV 
Boston, wGr-Tv Buffalo, KFvs-tv Cape 
Girardeau, Mo., woEF-Tv Chattanooga, 
WBBM-TV and WBKB Chicago, WKRC-TV 
and wLw-T Cincinnati, KYW-TV and 
wJw-Tv Cleveland, WLW-c and WTVN-TV 
Columbus. 

WFAA-TV Dallas, WHIO-TV and WLW-D 
Dayton, KLZ-Tv and KBTV Denver, 
WJBK-TV and wxyz-Tv Detroit, WBAP- 
Tv Ft. Worth, KTRK-Tv Houston, WFBM- 
TV and WIsH-Tv Indianapolis, KCMO-TV 
Kansas City, KNxT and kTtv Los An- 
geles, WAVE-TV Louisville. 

WHBQ-TvV Memphis, wtvs Miami, 
KSTP-TV Minneapolis-St. Paul, wNxHc- 
tv New Haven, wpsu-Tv New Orleans, 
WCBS-TV, WPIX and wrca-Tv New York, 
wky-Tv Oklahoma City, KMTV and 





Nierman Promoted 


Promotion of Martin L. Nier- 
man from tv salesman to eastern 
television sales manager at Ed- 
ward Petry & Co., station repre- 
sentatives, has been announced 
by Thomas 
E. Knode, 
vice president 
in charge of 





tv. 

Mr. Nier- 
man, who has 
been with 
Petry for 
seven years, 
will head- 


quarter in New York and super- 
vise sales there and in New Eng- 
land, New Jersey, Pennsylvania, 
Washington, D. C., and Mary- 
land. Before joining Petry, he 
was a radio salesman for the Pan 
American Broadcasting Co. for 
two years. 

Mr. Nierman and his wife and 
two daughters live in Stamford, 
Conn. 








wow-Tv Omaha, wcau-Tv Philadelphia, 
KDKA-TV Pittsburgh, KOIN-Tv Portland, 
Ore., WJAR-TV Providence. 

KSD-TV and KWK-TV St. Louis, KFsD- 
tv San Diego, KPIX and KRON-TV San 
Francisco, WRGB Schenectady, KOMO-TV 
and KTNT-TV Seattle, WHEN-TV 
wsyR-Tv Syracuse, wspp-Tv Toledo, 
KOTV and Kvoo-Tv Tulsa and WToP-TV 
Washington. 

And to promote trade sales of its 


and 


paint, the finishes division is also using 
announcements on the following: 

WBBM-TV and WNBQ Chicago, WOC-TV 
Davenport, KLZ-Tv Denver, WFIE-TV 
Evansville, wFBM-Tv Indianapolis, 
wHAs-Tv Louisville, wisN-Tv Mil- 
waukee, KSTP-TV Minneapolis, KMTV 
and wow-Ttv Omaha, WEEK-TV Peoria, 
KDKA-TV Pittsburgh, Wxex-Tv Peters- 
burg, Va., wrvR Richmond, wsTv-Tv 
Steubenville and WFLA-TV and WTVT 
Tampa. 

The division is using a schedule of 
60 stations in 41 markets for its car 
wax, and the paint advertising adds 18 
stations in 14 markets to their spot tv 
total. 
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Available NOW... 


39 great NEW half-hours 


of the most exciting, modern western police show ever filmed for television! 





Sheriff of Cochise 


produced for NTA by Desilu . . . the studio famous for “I Love Lucy,” “Our Miss Brooks,” 
“December Bride” and “Make Room For Daddy.” 


@30 LD to SOCONY MOBIL OIL CO. 


6 MIDWESTERN 
MARKETS 
















WRITE-WIRE-PHONE, TODAY! All the details are available to you from a 





AT. fy A 
LVATIONAL LELEFILM AASSOCIATES: INC. 


60 W. SStn STREET © NEW YORK 19, N.Y. © PHONE: PLAZA 7-2100 © CABLE: NATTELFILM 













CHICAGO, ILLINOIS HOLLYWOOD, CALIFORNIA MONTREAL, CANADA MEMPHIS, TENNESSEE BOSTON, MASS. MINNEAPOLIS, MINNESOTA 
612 N. Michigon Avenve 8721 Sunset Bivd. 1434 St. Catherine St. 2605 Sterick Building Statler Hotel Office Building 1109 Currie Avenve 
Phone: Michigon 2-556) Phone: Crestview 13-1191 Phone: University 6-9495 Phone: Jackson 6-1565 Phone: Liberty 2-9633 Phone: Federal 8-7013 


HAROLD GOLDMAN, V.P. CHARGE OF SALES 








2 GREAT NAMES... 


NTA -~ first in television film distribution 


Dosdte. .. first in television program production 


combine to bring you THE FIRST DESILU PROGRAM TO 
BE MADE AVAILABLE FOR FIRST-RUN . . . REGIONAL 
SPONSORSHIP! 


For real sales action . .. a top-action police show with 
a western twang... with the fighting, gun-slinging 
Sheriff of Cochise re-enacting authentic case histories 
from the files of Cochise County, Arizona 

SHOT ON LOCATION AGAINST THE THRILLING 
BACKGROUND OF THE BADLANDS OF THE WEST! 


Sheriff of Cochise combines the thrills of the best 
police show you have ever seen, with the edge-of-the- 
seat excitement of a blazing western. It was created 


with an all-family audience in mind...the best 
audience any sponsor can have! 


ty <sok Y Aa starring 
DM Wi | JOHN BROMFIELD 
ae Va as the SHERIFF of COCHISE 











A Madison Avenue account execu- 
tive confessed to us he’s wondering if 
he’s doing right by his ten-year-old 
son. The lad’s teacher asked him to 
name the five boroughs in New York 
and he replied: “Richmond, Brooklyn, 
Bronx, Manhattan and Martini.” 

* % a 

We hear that a clergyman out in 
Los Angeles has protested there’s too 
much religious huckstering on tv. He 
made his comments over a local tv 
station out there. 

— we * 

There’s one in every hamlet: We 
call the attention of Dr. Baxter and 
others to the fact that across the street 
from William Shakespeare’s birthplace 


in Stratford-on-Avon there’s a tv store. 
* * x 


Though we ourselves had nothing 
whatever to do with it, our cup runneth 
over with pride as we report the recent 
findings of the Diners’ Club, an inter- 
national credit card network. Ralph 
E. Schneider, the D. C. chairman, an- 
nounced the latest survey of the club’s 
275,000 membership shows that tele- 
vision executives are very high, nay, 
the ultra-high financialists of those who 
run up the greatest frequency of bills 
in first-grade hotels, high-priced restau- 
rants, florists, gift shops and auto 
rental agencies. Runners-up in the 
check grabbing derby are public rela- 
tions men, followed, in order, by manu- 
facturers and movie moguls. Advertis- 
ing executives who were top spenders 
until this year dropped to fifth. 

Anybody for lunch! 


* * * 


An assistant television producer 
showed up in a Manhattan Court to 
aid a Texan accused of exercising his 
elephant on the sidewalk just off 
Broadway. The tv man explained to 
the magistrate that the Texas stranger 
had been waiting to appear with his 
elephant on a tv show that afternoon. 
The judge leveled a $5 fine which the 
tv producer paid. 


* * * 


Michael L. Hoffman writes in The 
New York Times: “As a visitor comes 
to the public square in Ravenna, Italy, 
he will find huge television sets in- 
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stalled by progressive proprietors of 
outdoor cafes and going all out from 
dusk to midnight. If it happens to be 
Thursday the crowd of citizens sipping 
coffee, campari, or just looking, will 
be immense. This is the night for 
‘Lascia o raddopia, meaning ‘Double 
or Quits. This quiz program is so 
popular that the united protests of 
Italian movie operators forced its 
transfer from Saturday to Thursday 
because their Saturday-night business 
had simply evaporated. Top prize is 
5,120,000 lire, or about $400.” 


Love those lires. 
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Mr. Hoffman also reports: “Cultural 
penetration is not all one way. It must 
have given comfort to many European 
hearts, not just German, to see parked 
on the Rue Caumartin in Paris a 
couple of weeks ago, a 1955 Volks- 
wagen bearing proudly on its license 
plate the injunction, ‘Come to Okla- 
homa in 1956.’” 

Oh, that Buddy Sugg! 

* * * 

With Bowie and arrow: As any alert 
reader of this month’s Film Sales list- 
ing already knows, on Kvdo Corpus 
Christi, Robin Hood Cafeterias is spon- 
soring Tales of Texas Rangers. 

* * * 

Taking it in stride: A juvenile viewer 
we know is not at all thrown by the 
insertion of Robin Hood et al into his 





tv world of Hopalong Cisco Rogers 
and the rest of the wild west posse. 
This gallant young critter just dons his 
spurs, holster, shield and hood and 
considers himself a Knight Rider. 

aa * * 

Thought for a hot day: There’s an 
agency in Syracuse named Coolican, 
Coe and Coolican. 

* e * 

It has come to our attention that a 
recent experiment with television in 
the back seat of a moving automobile 
has worked out fine. 

Dorman D. Isreal, executive vice 
president of Emerson Radio and 
Phonograph Corp., made the test driv- 
ing on roads near his home in New 
York’s Westchester County using a 
prototype of one of his firm’s upcom- 
ing portable receivers. Mr. Isreal 
placed the set atop the front seat, the 
81% inch screen facing toward the rear. 
It’s against New York state law to 
have a tv set in the dashboard where 
the screen could distract the driver. 
The set was hooked into the car battery 
and a pair of “rabbit ears” inside the 
car acted as an antenna. 

It was reported ‘that the reception 
while driving along the highway was 
exceptionally good. So long as the car 
kept moving in the same general direc- 
tion the images on the screen were 
clear. However, the reception blurred 
when the car made turns around cor- 
ners, when it passed trucks or traveled 
beneath the crest of a hill. The pic- 
ture occasionally faded out completely 
because the car’s movement changed 
the orientation of the antenna. The 
truck or hill can block out signals. 

Now, of course, we’re all for this 
development from an industry point of 
view. But there’s more to this back- 
seat tv than meets the eye. It has social 
as well as personal ramifications. It 
can change the mores and focalization 
of the inveterate back-seat driver. 
“Don’t go under the crest of that hill, 
drive over it!” will come a shout from 
the viewer in the back seat. “Sergeant 
Friday’s about to catch the murderer.” 
Or: “I don’t care if they do live down 
the next street, don’t turn until the 
commercial is over.” 

Let’s give this some thought. 





Reaching a market that’s reaching 








You are looking at the fastest growing Industrial Market in the World 


... the GREATER WHEELING MARKET 


Ohio Bell Telephone is in the midst of a $500,000 expansion! The 
Manufacturers Light & Heat Company is spending $750,000 for new 
gas facilities! The Pennsylvania Railroad is extending track to 
service the new Olin-Mathieson Aluminum Plant at a cost of FOUR 
MILLION DOLLARS! These, and many more expansions are taking 
nlaze RIGHT NOW in the Greater Wheeling Market, America’s fastest 
growing market. In fact, even conservative estimates set a figure of 
459 MILLION DOLLARS in proposed expenditures in the Upper Ohio 
Val.ey in the next three years! 


‘ 


‘a station worth watching’ 


Wheeling 7, West Virginia 






For availabilities and complete cover- 
age information—call Hollingbery, 
Bob Ferguson, VP and GM, or 
Needham Smith, SM 

Wheeling 1177. 


In this rich industrial area with an annual spendable income of TWO 
BILLION DOLLARS, comprising 312,400 TV Homes, WIRF-TV has, by 
every accepted method of audience measurement, been proved the 
most popular TV station by a wide margin. Current Pulse figures show 
TWELVE of the top 15 “once-a-week” shows and SEVEN of the top 
10 “multi-weekly” shows are on WIRF-TV! 


Another Award for WTRF-TV 


WTRF-TV has won a 1956 “PowerStyle” Chrysler, first prize in the nationwide 
“It's a Great Life’ promotion competition. This is the SIXTH first place award 
in national station promotion contests won by WIRF-TV in less than 24 
months. 





Nic 


316,000 watts 


new importance! 


Equipped for network color 





HIGHEST 
PULSE! 


e WXEX-TV leads in more 
4 hours than other two 


Richmond area stations 
combined...from 7A.M. to 
midnight, 7 days a week! 


e WXEX-TV has 10 of the 
top 15 shows! 
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WXEX-TV 


Tom Tinsley, President NBC BASIC—CHANNEL 8 irvin G. Abeloff, Vice Pres. 


National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 


Farjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta. 





